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HOLMES B EDWARDS INLAID 






# Biocks oF 
STERLING SILVER 
ARE INLAID BY 
HOLMES & EDWARDS 
BEFORE SHAPING 
AND PLATING 
(OVER) 





other side is a reproduction of the Holmes 
& Edwards Inlaid flat tea spoon blank 
and shows how the two blocks of sterling 
silver are inlaid. 

, Right when the consumer is comparing 
4 values, the Authorized Dealer of Holmes 


Like everything else, women shop before 
purchasing silverware. They shop for one 
reason. It is to compare values. For the 
Authorized Dealer of Holmes & Edwa 
Inlaid, this urge to compare values crea 
a golden opportunity. ae 

In one vitally important way ilibed: 



















aa j= & - Edwards Inlaid has a plus value. A 
& Edwards Inlaid has an appeal. to. the “>. 4y THESE EXCLUSIVE FEATURES \ sales-swinging proof of enduring quality 
consumer that no other brand possesses, Bay 1. Holmes & Edwards Inlaid is the *} 4 that stops further “looking around” and 
It clinches sales. What is it?) © 2" ie only nationally advertised, line | | +, guides pattern choice to Holmes & 

Attached to each service lof Holmes & sold direct. ; eFdwards Inlaid. 

Edwards Inlaid isa replica of the tea spoon 2. Holmes & Edwards Inlaid isthe o>. > If you are a retailer of silverware, you 
blank. One side is plain and it represents. a ed — line] ‘ought to know more about the Holmes 
the ordinary flat tea spoon blank. The 3 ite ies * & Edwards Inlaid proposition. 








HOLMES « EDWARDS INLAID 


“Something More Than Plate” 


The direct—to—retailer line . . . sold through Authorized Dealers only 





4 @Qii The mark of the International Silver Company 
D> . —the world’s largest manufacturer of silverware 
racers - 7 —the world’s largest advertiser of silverware. 

INTERNATIONAL SILVER COMPANY, HOLMES & EDWARDS DIVISION. Meriden, Conn. 


NEW YORK, 9-19 Maiden Lane CHICAGO, Merchandise Mart SAN FRANCISCO, 150 Post Street ST. LOUIS, Ambassador Building 
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Reaching Your Biggest 


Community Goes to the Brides of 






Ooy Oud 
Pride! 


How fitting, in that moment of 








chimes and flowers and fluttering 






heart —the crowning gift of all, 






Community Plate! And she may 






hey her table to its loveliness, for 


Community offers her the perfect 







harmony of China and Crystal to 






match. She may sec the Deauville 






and five other Community designe 





wherever fine Silver is sold. 






COMMUNITY PLATE 
Six Teaspoons, $2.75 

Dower Chest, Service for Six, $32.25 

Bread or Roll Tray, $7.50 









COMMUNITY CHINA 
Six Dinner Plates, $5.00 


COMMUNITY CRYSTAL 
Six Water Goblets, $5.00 







CAM MINA TX OP LATE 
ee eaderrhip Ate (Design Ciuthorily 







Black and white reproduction of the first of a series of full-page, four-color advertisements 
which will reach millions of women— brides of yesterday, today, and tomorrow — througl 
consistent insertions in leading national magazines— and with dominating position. 
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or three years we 
have been sorely tried, but we fought 
on. Now we believe we are facing a 
new era of slow recovery based upon 
a firm foundation,” said William D. 
McNeil, president of the A.N.R.J.A. 
in his message to members of that 
body. 


“There is no doubt that fear is 
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responsible for a large share of the 
late depression. It is up to us to do 
everything in our power to eliminate 
fear from the minds of our neighbors 
in life. 

“When a horse balks, the balk is not 
in his legs. -He moves on when he 
thinks he will.” 

“Here are some New Year’s Reso- 
lutions that will help if we put them 
in use: 

I will not be afraid 

I will not worry 

I will be cheerful and hopeful. 

I will trust in God and bravely 
face the future.” 


q+ ¢ 4 
The great jewelry 
International Congress under the 


auspices of the International Bureau 
of the ‘Associations of Manufacturers, 
Wholesale Merchants and Retailers 
in Jewelry, Gold and Silver goods 
which was to have been held last year 
and was postponed, owing to the un- 
favorable conditions of business, will 
be held this year in Rome in May, 
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according to advices recently received 
from the office of the International 
Bureau at The Hague in Holland. 
The date of this, the fourth Inter- 
national Congress, will be published 
in the near future by agreement with 
the Italian Organizing Committee, 
but even this session is dependent on 
sufficient interest being shown by the 
delegates in the jewelry trade of the 
various countries of the world. 
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A\tthough the beautiful 


opals discovered at Lightning Ridge, 
Australia, 25 years ago, are now 
known as black opals the world over, 
N. H. Seward of Melbourne in a re- 
cent article on the subject contends 
that the name of this beautiful gem is 
misleading, for he says: ‘“The gem is 
called after the black matrix in which 
the stones are found, which itself 
tends to throw up the vivid coloring, 
in much the same way as a dazzling 
flash of lightning is intensified by the 
blackness of night. ‘This black back- 
ground is due to sandstone, rich in 
iron, in which the stones of this de- 
posit occur. 

“Not only are the colors of the 
‘black opal’ superior to those of 
other varieties, but sometimes’ rare 
stones present the appearance of a 
picture or landscape, resembling 
mountains and valleys tinged with 
purple and gold, and showing trees 
and rivers, with the rays of the setting 
sun behind them. Other opals appear 
to exhibit vivid colors like burning 
coals, or rich flashes of blue, turning 
to red or green when rotated in the 


hand. 
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“The infinite variety of color and 
design which can be found in different 
opals makes them an interesting stone 
for collectors, as no two specimens 
are exactly alike, each showing its 
own peculiar merit especially when 
cut ‘en cabochon.’ ” 


+ ¢ ¢ 
An official report 


from the American Legation at 
Berne, received in Washington a 
short time ago stated that the Swiss 
government had issued a decree im- 
posing an export duty of 2,000 francs 
per hundred kilos on used watchmak- 
ing machinery and parts. It is under- 





stood that the duty has been applied, 
not necessarily for revenue, but in 
order to prevent or at least discour- 
age, the migration of plants from 
Switzerland by the exportation of 
their machinery abroad. 


ak, di 
Retaning to the 


drive for the fund for the National 
Jewelers Publicity Association now 
going on. John Drake, the executive 
secretary, said: 

“Our industry can be compared to 
a business losing its customers as a re- 
sult of active and effective competition 
by its competitors. Our competitors 
are other industries which are de- 
termined to have that portion of the 








public’s dollar formerly spent for the 
goods we sell. The wealth available 
for spending on jewelry, sports, cloth- 
ing, travel, amusement, etc., is how- 
ever large, and if our share by clever 
propaganda is diverted to other in- 
dustries, we must suffer. 

“We are suffering now. This 
propaganda will not stop. We shall 
suffer more by the appeals being made 
to the public to buy the many things, 
unthought of a few years ago—un- 
less, the long up-hill fight being made 
by the Publicity Association to secure 
public recognition for our merchan- 
dise is continued. 

“Tt is an incontrovertible faet that 
no industry can thrive today without 
a publicity organization at its back— 
competition is far too keen. Industry 
today must have, at all times, a well 
organized publicity body for defensive 
propaganda to protect the trade 
against the influences and evils of its 
competitors. Both of these functions 
the National Jewelers Publicity As- 
sociation has performed efficiently dur- 
ing the past seven years. 





“The Publicity Association is recog- 
nized as the authentic center for 
inquiries and information by the press 
and news syndicates throughout the 
country. This means that correct in- 
formation only, and news not garbled 
or harmful to the trade, is thereby 
given to the public.” 
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[. his remarks made 
recently in the Senate on the Capper- 
Kelly Fair Trade Bill which he hopes 
will receive early consideration by 
that legislative body, Senator Robert 
J. Buckley said: 

“The necessity for new legislation 
on this subject must be apparent. We 
have the statement of Judge Denison 
of the circuit court that the state of 
the law ‘is in confusion’ and the 
statements of the Federal Trade Com- 
mission that it ‘is in hopeless con- 
fusion.’ Under these conditions it is 
the duty of Congress to act, and, in 
the public interest, to act quickly. 

“This is a major problem. It in- 
volves a menace to the consuming pub- 
lic—the menace of concentration of 


control in merchandise distribution. 
It involves a threat to destroy, 
through unfair competitive methods, 
the business lives of at least a million 
and a half of independent merchants. 

“It may surprise many that in free 
America we should be compelled to 
legislate in order to restore to business 
men what is and has always been an 
unquestioned right in all other lead- 
ing commercial countries of the world. 
As has been shown, this necessity for 
legislation is not due to legislative 
error by the Congress, but to judicial 
application of the Sherman Act, and 
to judicial interpretations of the law, 
in a manner never intended by Con- 
gress. 

“T hope an early opportunity may 
be provided for consideration of S. 97, 
one of the most constructive measures 
before us.” 
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F is a strange fact, 
said a man well versed in the Amer- 
ican silver industry recently, ‘‘that the 
word ‘sterling’ which denotes the 
standard of silver in England is 
stamped only upon American silver- 
ware and not upon that of either of 
Britain or her colonies. The British 
have always used the representation of 
the lion in different positions, to in- 
dicate the sterling standard (925/ 
1000ths) in connection with the mark 
of the hall, date letter and maker. 
The American manufacturer stamps 
the word ‘sterling’ together with his 
trademark. 

“While the word ‘sterling’ has 
only been stamped on American silver 
to a general extent for a little over 
80 years and only universally here for 
less than a half century, it was the 
original standard of American coin, 
this being introduced when the first 
mint was established in Massachusetts 
in 1652. After the United States 
became independent, our coinage was 
based on the standard of 900/1000ths 
fineness and in the early part of the 
19th century, the words ‘coin silver’ 
were used to indicate the standard on 
commercial ware. This was super- 
seded in the latter half of the century 
with the word ‘sterling’ and the first 
silver marking laws provided for the 
use of both ‘coin’ and ‘sterling’ stand- 
ards. The standard of our Federal 
coins is still .900 but the standard 
of our commercial silver is universal- 
ly ‘sterling.’ We use the name on our 
products and England does not.” 
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low news from the 
United States is misinterpreted was 
recently made prominent by’ Agsogj. 
ated Press dispatch from Naples 
Italy, which commented on the “ 
port from America that a Cleveland 
merchant had been fined for having 
a clock with incorrect time outside of 
his establishment. This prompted J] 
Mattino, a Naples newspaper, to in. 
fer that times must be very hard jn 
America. 
Pointing out that the merchant was 





fined because a business man accepted 
the wrong hour and was late for an 
appointment, J/ Mattino said it 
would indicate that the business man 
did not have a watch. 

“The situation in America must be 
lamentable,” it added, “if the general 
public no longer possesses such articles 
of necessity.” 
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More cooperation to 
regulate destructive competition with- 
in every industry was characterized 
as a major required development for 
1933, by A. C. Ernst of Ernst & 
Ernst, the noted accounting firm. 

“Individual struggle and effort on 
the part of each business executive is 
essential,” said Mr. Ernst, “but it is 
not enough. Individualism means 
competition. | Competition has _ its 
wholesome aspects, but when carried 
too far it is destructive of the whole 
business and social order. Competi- 
tion has long passed the point at 
which its maximum benefits are 
achieved. : It is now at the stage where 
it is eating up the institutions which 
are needed to produce the goods and 
services required for our population, 
to furnish the employment, to pro- 
duce the profit which makes for in- 
centive. It is the profit, also, which 
supplies the taxes which support the 
government. 

“Competition, therefore, has be- 
come an evil with which we must deal 
rationally, though tardily, as we have 
dealt with all other evils. My great- 
est hope for 1933 is that this will be 
done by a cooperative effort as be- 
tween the business world and the po- 
litical world. If this is done, there 
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is no reason why we can not come 
out of the depression stronger and 
better organized than ever before.” 
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The recent decision 


of the British government to abolish 
the 15 karat and 12 karat standards 
for gold jewelry in this country, and 
officially substitute the 14 karat gold 
standard, has brightened the future 
outlook in the British jewelry indus- 
try which is largely centered in Bir- 
mingham,” says Geo. A. Makinson, 
American consul in that city, in a re- 
port to Washington and he adds that 
this action will enable local jewelry 
manufacturers to bring their products 
more in line with their competitors in 
Europe and the United States. 

The decision to change the stand- 
ard, the report states, followed very 
considerable agitation within the Brit- 
ish industry. The new 14 karat gold 
standard, as recently told in THE 
JewELERS’ CircuLar, became opera- 
tive on Aug. 15 and the 15 karat and 
12 karat standards were formally 
abolished as of Oct. 1. 

“The previously current British 
gold standards were 9, 12, 15, 18 and 
22 karat,” says Consul Makinson. 
“While 12 karat was practically use- 
less and obsolete in England, the prin- 
cipal difficulty lay in the fact that 14 
karat was not officially recognized, 
and the British jewelry trade has been 
compelled to supply 15 karat articles 


HE'S COPYING US 





at what was virtually a 14 karat price. 
The recognition of the new standard 
now enables 14 karat gold jewelry to 
carry the official Hall-Mark of the 
British Assay Office.” 


4 ¢ 4 
Specking of the 


situation in the domestic business 
world today, Roy D. Chapin, Secre- 
tary of Commerce, called attention to 
a few’ “plus signs” which should not 
be overlooked, saying: 

“We find one heartening factor in 
the existence of a tremendous latent 
or potential demand for commodities 
—a demand that is ready to exert its 
reinvigorating influence just as soon 
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as an unmistakable rift in the econ- 
omic clouds is seen. In the field of 
‘capital goods,’ we find that a great 
deal of industrial equipment has be- 
come obsolete, needing to be replaced 
by new and more efficient machinery. 
Industrialists realize this perfectly. 
They keenly appreciate the desirabil- 
ity of acquiring the better devices now 
available, and thus there is a ready 
market for large amounts of produc- 
tive goods awaiting the first evidence 
of a sustained upturn. 

“Stocks of goods in retail stores 
have been very materially reduced, 
and in many individual instances are 
now too low for the efficient conduct 
of normal business.” 
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(mening on the three 
years of distress through which the 
jewelry trade has passed, Jacob Mehr- 
lust, the president-elect of the Jew- 
elers’ 24 Karat Club, remarked that it 
was not without some compensation. 
“At least,” said he, “it has brought 
us to a keener realization of the need 
of goodfellowship and has given us a 
clearer perspective for our future 
problems and a more intense and un- 
selfish understanding of the problems 
of our fellowmen. I am quite sure 
that with this new viewpoint and 
with the courage and confidence our 
people are showing, we shall come out 
of our trouble more persevering and 
wiser for our experience. Let us hope 
that 1933 will be more generous to our 
industry than the preceding years, both 
in the way of achievement and other 
factors conducive to happiness. Most 
of us feel that we have gotten on a 
basis for progress and hope that the 
year 1932 has taken with it most of our 
troubles, trials and tribulations.” 
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Scientific planning 
which is the distinguishing character- 
istic of budgetary control is the in- 
strument by which the industrial ma- 
chine can be made the slave of man- 
kind rather than its threatened de- 
stroyer,” says James V. Toner, pres- 
ident of the Saart Bros. Co., in a re- 
cent article on the subject of “Budge- 
tary Control” in The Management 
Review and he adds: 

“Budgetary control, being the scien- 
tific method of management, requires 
for its successful operation knowledge 
which is based on facts as contrasted 
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with opinions based on conjectures. 
The first requirement for successful 
operation under budgetary control is a 
satisfactory accounting system which 
records the financial facts correctly, 
and in such a manner that these facts 
may be easily interpreted. ‘The basis 
of every good accounting system is its 
classification of accounts, i.e., the 
media through which the information 
regarding the business is assembled. 
The account classification should as- 
semble all data necessary or useful in 
the operation of the business in such 
a way that the facts essential for 
budgetary control are clearly reflected. 





It is obvious that we must first know 
what the expenditures are which we 
are trying to control before we can 
control them. * * * The second re- 
quirement is complete subsidiary rec- 
ords of sales and of production costs. 

“The third requirement for suc- 
cessful budgetary control is some per- 
son or persons, who, having analyzed 
and interpreted the facts revealed by 
the accounts and by the subsidiary 
records, can make an authoritative 
estimate of the probable sales for the 
ensuing period. ‘This estimate must 
necessarily take into consideration 
general economic conditions as well 
as those of the industry. 
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Picncline to a report 
from the American Commercial At- 
tache at Berne, 58,128 gold watch 
cases were hall-marked in Switzerland 
during the third quarter of 1932 
compared with 112,849 during the 
same period of 1931. 

Also during the third quarter of 
1932 20,040 silver watch cases were 
hall-marked compared with 76,002 
during the same period of the previous 
year. During the third quarter of 
1932 193 platinum watch cases were 
hall-marked compared with 730 in 
1931, while during the third quarter 
of 1932 also 196,661 pieces of gold 
and silverware were hall-marked 
compared with 226,006 in 1931. 

This latter figure includes, the re- 
port states, locally manufactured as 
well as imported gold and silverware 
and jewelry. 
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a the promotion 
and selling of fine sterling silver we always emphasize the 
art value of the article rather than the fact that it is 
sterling of a certain weight. The significance attached 
to the weight of sterling silverware has been greatly 
reduced due partly to the publicity which has been 
forcused upon the cheapness of silver and the claim that 
because of this situation prices of sterling products have 
been greatly reduced. We do not attempt to dwell upon 
the value of the metal in our selling talks. 

We do recognize the importance of establishing the 
relative value of sterling silver as metal compared with 
other grades but to talk about so many ounces in a 
certain piece or tea set, when the price involved is above 
the average sale, is not as convincing as to dwell upon 
the ability of a craftsman to design and produce a piece 
of such exquisite beauty. This point is made the high 
light of our sales presentation. 

We feel that when customers ask intelligent questions 
that we should be sufficiently informed to give them in- 
telligent answers. So when we are asked “well why does 
this piece cost $50, I thought the price of silver is much 
lower today?” we attempt to logically explain the reasons. 

The profession of the silversmith is carefully described 
with all its many years of experience necessary to produce 
the single piece which we are displaying. Into the piece we 
attempt to sell, is projected the entire life’s work of the 
artist, who, like the painter or sculptor, puts into the 
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By 
M. E. DUTTON 
Silverware Buyer 
for Mermod, Jaccard 


& King Jewelry Co. 
St. Louis, Mo. 














ee 


In this article Mr. Dutton directs at- 

tention to the opportunity for in- 

creasing sterling silverware sales by 

stressing artistic design and skillful 

craftmanship. Build more sales around 
this idea. 














workmanship and design his experience and inspiration 
to produce a work of art. 

Describing carefully the details of the design we stress 
the number of hours required to make a bowl or teapot 
and how the artist devoted his best efforts to making the 
piece. This will always assist in eliminating the re- 
sistence on price when it is pointed out that it takes just 
as many hours to make the article today as it did three, 
five or ten years ago. If an attempt is made to hurry the 
production or lower the craftsman’s wages the workman- 
ship suffers and the pride of the silversmith lessens his 
interest in making a really fine piece. 

This method of selling has a two fold purpose. First, 
it convincingly justifies the price asked for the merchandise 
and increases the customer’s interest not only in that 
particular piece but in the art appreciation of fine sterling 
silver. 

Secondly, it becomes in the home where it is used some- 
thing more than a utilitarian household article. It has 
a plus value and shares with other works of art the re- 
spect and regard of its owner. The educational selling 
talk used in making the sale is absorbed by the customer, 
enhances the value of the article in his mind and creates 
a new interest in the art and tradition of fine sterling 
silverware. 

We generally ask the woman customer if she embroiders. 
We then point out the necessary precision in making 
each stitch to complete the design. Then we concentrate 
her attention on the chasing of the silver article and ex- 
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A section of the extensive Silverware department of the Mermod, Ja ccard & King Jewelry Co., St. Louis, Mo., showing some of the cases 


plain how each little dot done with an engraving tool 
must be even more accurately applied in order to perfect 
the design. This plus value of the piece produces an 
immediate mental mark-up. Making a comparison with 
something with which she is familiar and of which she 
understands the intricacy and work required strengthens 
the sales argument and makes the selling talk more easily 
understood. 

Fine sterling is becoming more and more appreciated 
each day because of its value from the art and crafts- 
manship viewpoint. Much of this accomplishment can 
be traced to the art approach being injected into sales 
appeals. The public is anxious to know more about the 
artist producing the piece and purchasers are learning to 
discriminate between the piece that has an art value and 
one piece that is just a piece of silver. We instruct ail of 
our salesmen to use the “art” appeal in selling fine sterling 
silver. 

In promoting sales of sterling we, like other jewelers, 
use our charge accounts to advantage. Invitations to 
attend special exhibitions have been effectively employed. 
Many of our leads are furnished through our stationery 
department ; this applies particularly to orders for wed- 
ding invitations and announcements. When furnished 
with a name someone in the department is assigned to con- 
tact the individual. In many cases one of our staff will be 
well acquainted with either the bride or the groom. Fre- 
quently the stationery department will bring the customer 
to the silverware department. 

In selling flatware we attempt to recommend a pattern 
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that expresses the home life or character of the bride. 
In many instances we have an intimate knowledge of the 
type of interior decoration or architecture of the home 
and suggest a pattern harmonizing with this influence. 

We do not attempt to be “yes” men in our selling. If 
our opinion is asked we give it, but if not accepted we 
do not insist. The salesman can frequently be of much 
assistance in selecting a pattern if he will ask all neces- 
sary questions that will help him make a decision. We 
try to guide customers as far as possible. 


ie usual plan of 


having friends of the bride add to the flatware collection 
is pursued. But when we find duplicate pieces are being 
purchased we usually get in touch with the bride and 
suggest that other pieces be substituted, saving her the 
detail of making exchanges later. This is always ap- 
preciated. 

We have increased the interest in hollowware by fre- 
quently suggesting that it be substituted for flatware, 
especially when a chest of silverware has been presented 
by the parents. In the latter case, the adding to the set, 
if not completed, causes the gift to lose its identity. The 
bride will generally describe the flatware as the gift of 
those persons who presented the original set, failing to 
mention that the additional pieces were added by others. 
This argument when used with diplomacy will, in many 
instances, influence their hollowware sales as the givers 


(Turn to page 36) 
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By 


The Observer 


F ew straws tossed 
in the business wind denote any immediate change for 
retail jewelers to delight over. The 12,000,000 Christmas 
trees trimmed in December were not as heavily laden with 
gifts sold by jewelers as they might have been. Many 
bore items imported from those countries defaulting their 
war debts. Perhaps more gift seekers will “Buy Amer- 
ican” in December, 1934. 

If any of my obsevations appear to be old stuff, remem- 
ber that despite all the barns you have passed in your 
travels, painted with the lettering ‘“Doan’s Pills” that 
these same Doans still send their message daily to 31,- 
000,000 people through 16 newspapers. 

We have scrambled out of previous depressions with 
fewer bruises than all have taken since this debacle started, 
four October’s back. It would be foolish to say that each 
one of us has not learned many a lesson that should help 
us greatly if we do not quickly forget. 

The late Thomas Edison said, “The art of selling 
goods is as difficult to acquire as any other art .. . proper 
methods can only be acquired by a multiplicity of experi- 
ments . . . and the one who tries the greatest variety of 
experiments will finally become a master of the art and 
a wealthy merchant.” 

The vast majority of jewelers would be better off today 
if they had at some time in their lives stepped from behind 
the diamond counter and hired out for one year with 
some good department store. Not that they should try to 
make a department store out of a friendly shop 30 feet 
square, but they would learn a lot about merchandising, 
promoting, and stock turnover that would stand them in 
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Advertising used by four 
Boston jewelers to promote 
Christmas Selling Campaign 











good stead when the crest of the wave we all enjoy riding 
on very suddenly becomes the trough. 

Wide-awake department stores fit their sales attack to 
local conditions and prejudices more quickly than the spe- 
cialty stores do. Good department store advertisements 
constantly give specific information about the goods. It is 
complete unto itself. It was only a few years ago that 
many jewelers did not put any prices on the items they 
advetised, and relied upon a newspaper illustration to ex- 
cite interest in a marquise diamond ring which might have 
been an aquamarine in a silver mounting as far as the 
casual reader was concerned. 

This year figure in your advertising as a vital invest- 
ment rather than some panacea for a sick business when 
every other method of getting your cash-box ringing has 
failed miserably. Do not wait long to take your losses on 
“poor buys” you have made. Just realize that every buyer 
makes some mistakes, not excluding those in the very best 
run emporiums. If you should call in promotional “‘ex- 
perts” the first thing they would do is to slash your prices 
drastically, pay hard cash to advertise them in larger space 
than you had ever dared to purchase, and then, if they did 
successfully melt some of your frozen assets, exact a fee 
for their operation which oftentimes assumes staggering 
proportions. 

This is no verbal tirade against specialists who earn 
their livelihood pulling stores out of the red. They are 
very essential as long as jewelers get themselves mired as 
startlingly quick as they do. But it is too bad you do not 
apply that homely old adage “An ounce of prevention is 
worth a pound of cure.” In other words, you can do the 


(Turn to page 37) 
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How One Firm Helped 


HE acute conditions from which 

our business is suffering can be al- 
leviated if all who can do so will pay 
their bills promptly, allowing their 
creditors to do the same. This prin- 
ciple was followed with marked effect 
by one of the leading Fifth Ave. jew- 
elry firms of New York which, after 
having bought a considerable stock of 
special goods for the holidays, decided 
about the middle of December to pay 
for these at once, instead of upon the 
usual dates of payment which ran 
from January to February. With the 
checks, the firm sent a letter calling 
attention to the fact that they were 
doing it to help the general credit situ- 
ation and in the hope that those who 
received the advance payment would 
be helped to do likewise and so carry 
on the good work to their creditors 
and their creditors’ creditors. 

The letters received by this concern 
as a result of this act are remarkable 
in many ways and bear strong testi- 
mony to the wonderful effect of the 
example set; for it showed that the 
payments, whether large or small, 
were not only a_help to the business 
of those who received them, but many 
of the latter also were enabled to 
help out their creditors in turn. What 
is more, the action tended to spread 
confidence and encouragement in the 
jewelry business to an extent out of 
all proportion to the amounts that 
were paid. 


a ae 
Retailers Favor “Turn- 


over” Tax 
REMARKABLE feature of the 


answers to the questionnaire 
sent out by the American National 
Retail Jewelers Association on the 
subject of the proposed taxation lies 
in the fact that a majority of the jew- 
elers who answered expressed them- 
selves in favor of a small “turnover” 
tax in preference to a general manu- 
facturers’ tax or a general retail sales 
tax. An analysis of the replies pub- 
lished in the A. N. R. J. A. Bulletin 
shows that 51 per cent of the jew- 


elers suggested the turnover tax as 
their first choice; 29 per cent a gen- 
eral manufacturers’ tax and 20 per 
cent, a general retailers’ sales tax. 
Whether this expresses the opinion 
of the entire jewelry trade or not 
cannot be determined, but inasmuch as 
replies were received from every State 
in the Union and the District of 
Columbia, it represents a cross section 
of opinion that is most significant. 
The fact that a small turnover tax 
of a half to one per cent would meet 








EACH DAY 


—Each day, the rails of our great transpor- 
tation systems are being worn down by 
the thousands of trains that are thundering 
in all directions. 


—Each day, the motors of millions of auto- 
mobiles that are speeding along our high- 
ways and by-ways are becoming worn down 
and out and approaching obsolescence. 

—Each day, the sun and wind and rain and 
snow are beating upon our roofs and caus- 
ing deterioration and decay. 

—Each day, the pots and pans and kettles and 
things under those roofs are falling prey 
to the ever-active tyrant-Wear. 

—Each day, the coats and suits and stock- 
ings and shoes of 120,000,000 restless peo- 
ple are falling upon evil days. 

—Each day, new babies are being born to be 
fed and clothed and cared for and educated 
up to their three-score and ten years of 
existence. 

—Each day, the requirements of our people 
are getting heavier and the vacuum of 
replacement greater. 

—Each day, we are nearer the beginning of 
a great and overwhelming industrial ac- 
tivity. 


, EO a <a 


President. 








the problems of the government at 
the present time, and this could be, in 
most cases, absorbed in the overhead 
of our merchants and dealers, makes 
it appeal to many; and the assurance 
that it would be a tax of which every 
cent paid went to the government 
has caused it to grow in favor among 
students of taxation in many lines of 
industry. 

The turnover tax has been advo- 
cated by some of the leaders of the 
jewelry industry for a long time as 
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one that would be least burdensome to 
our manufacturers and distributors, 
The fact that 51 per cent of the re- 
tailers who answered the tax ques- 
tionnaire favored it, should prove most 
gratifying to its advocates. 


. — g 


How to Fight the Retailing 
—Wholesaler 


HE article in the January issue 

of the JewEeLers’ CircuLAR— 
“A New Form of Attack on an Old 
Enemy,” which outlined simple ways 
by which the retailing-wholesaler 
might be isolated legally, brought 
forth many words of commendation 
from members of the trade, but among 
the comments of which we are par- 
ticularly proud is the letter from 
Felix H. Levy, general counsel for 
the American National Retail Jewel- 
ers’ Association, who is in charge of 
the proceedings of the organization in 
the fight before the Federal Trade 
Commission against some of the re- 
tailing-wholesalers. In the course of 
his letter, Mr. Levy says: 


Permit me to express my strong ap- 
proval of the fine article in your January 
issue, dealing with Wholesale-Retailing 
and Price-Cutting. I do not recall ever 
seeing a more cogent and correct presen- 
tation. I say this with special emphasis 
because of my many years of professional 
conection with each of the three branches 
of your industry—a relationship which 
has made me thoroughly familiar with the 
damaging effects produced by the two 
business practices with which your articie 
deals. 

With commendable clarity and force 
but with full recognition of legal limita- 
tions, your article presents an appeal 
which ought to arrest the favorable at- 
tention of every member of your Industry. 

After indicating with legal accuracy 
the prohibitions which the law creates 
against collective action, your article 
points out with unanswerable force, the 
powerful weapon which is legally avail- 
able to the manufacturer in his right to 
refuse to sell, and to the retailer in his 
right to refuse to buy. Ample experience 
has shown that this right is fully sanc- 
tioned by the courts and that it has been 
used wih most effective results. As your 
article correctly states, the full and effec- 
tive use of this right is dependent solely 
upon “the will and backbone” of those 
desiring to use it. 
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Editor. 





While full appreciation must be ac- 
corded to the assistance which the Gov- 
ernment is furnishing through the prose- 
cution now being conducted by the Fed- 
eral Trade Commission against Whole- 
sale-Retailing, as based upon the com- 
plaint made to the Commission by the 
American National Retail Jewelers’ Asso- 
ciation, your article correctly shows that 
the assistance thus furnished by the Gov- 
ernment, must be followed up with energy 
and determination by each and every in- 
dividual member of the Industry who 
desires to place the industry upon a solid 
and permanent basis of correct business 
principles. Despite the confusion which 
our law upon this subject has caused, there 
exists no practical difficulty in drawing the 
line between collective actions in the na- 
ture of a boycott and courageous and em- 
phatic individual action. 

I sincerely trust that your excellent arti- 
cle will obtain the favorable response to 
which it is entitled, and thus constitute a 
long step towards the correction of un- 
economic practices which have long ham- 
pered the jewelry industry. 

In view of the fact that the writer 
of the above has for more than a quar- 
ter of a century specialized in the anti- 
trust laws and the laws relating to un- 
fair competition and has been the ad- 
visor of leading organizations and 
prominent corporations in the handling 
of questions arising thereunder, his 
comment as to the way the legal ques- 
tions were handled in the article and 
approval of the methods outlined, is 
most gratifying to THE JEWELERS’ 
CrrcuLar and to the author. 

Mr. Levy’s hope that the article 
may start a reformation of the un- 
economic practices from which the 
trade is suffering will be realized if 
our manufacturers will give coopera- 
tion to the retailers in their present 


efforts to correct these abuses. 


Why Not Consolidate? 


-" HY must we have so many 


different organizations in the 
jewelry trade?” said the head of one 
of the largest and oldest retail jewelry 
establishments of the country to the 
editor last week. ‘Why can’t we 
have one general association in the 
industry with departments covering 
the different divisions of the trade and 
their different functions, such as pro- 
tection, welfare, publicity, advertising 
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and sales promotion, etc., each with a 
specialist at «ne head ?” 

“There is not only some duplica- 
tion of effort but there must be un- 
necessary expense in keeping up differ- 
ent headquarters and staffs for each 
one of these bodies,” he continued. 
“Why can’t we concentrate with one 
headquarters and with different de- 
partments, putting at the head of it all 
a man who has no personal connec- 
tions in the industry and who cannot 
be influenced to unduly conserve the 
interests of any particular division or 
element of the trade. 

“To my mind,” he continued, “such 
a concentration would not only de- 
crease expense but would add force to 
the work of every department now be- 
ing done independently. What is 
more, it would aid us greatly in gath- 
ering funds to carry on our necessary 
work for we could ask one contribu- 
tion for all purposes. What does the 
trade think about it?” 

And the editor promised that he 
would see that the question was placed 
before the industry.—Here it is. 
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Proper Market for Gold 


HE movement to have the public 
collect and sell the old gold in 
discarded watches and jewelry is 
growing as time goes on and is now 
fostered by churches, by business or- 
ganizations, by fraternities and other 
bodies as a means of getting contribu- 
tions for welfare work of various 
kinds. The public is being taught to 
dig out its old jewelry and turn it 
into cash, either for the benefit of the 
holders or for use of a charitable fund. 
The logical place to dispose of dis- 
carded jewelry is through the local 
jeweler and this fact must be brought 
home to the public on all occasions. 
Unfortunately, many thousands of 
dollars are being taken by inexperi- 
enced and unreliable canvassers solicit- 
ing old gold, sometimes on their own 
hook and sometimes in the name of 
known or unknown concerns. Re- 
cently many complaints have been re- 
ceived that some of these canvassers 
do not give a proper return for the 


(Turn to page 71) 

















A merchant in 


a southwestern state secured the photographs of many 
of the children in his city and with them made a window 
display. He then advertised in the local newspaper, ask- 
ing children to come to his store and “find themselves” 
in the window. Of course, the advertisement interested 
many parents, who accompanied the children. The dis- 
play is said to have attracted much attention and to have 
been effective in increasing sales. 


A novel sales plan 
for the modern jeweler confronted with present-day con- 
ditions was effectively utilized in the Pacific Northwest 
the other day. Gaston Moch, a leading jeweler of the 
Gray’s Harbor district, at Montesano, Wash., placed 
about 100 selected articles in his windows, discriminately 
chosen from the various departments of his jewelry and 
gift store. Upon this galaxy of merchandise, he invited 
prospective customers, passersby, and the general public 
reached through special sales promotion plans supported 
by advertising, to “Make Your Own Bargains,” giving 
a bid for such of the articles as they desired. 

There was but one provision in connection with this 
unique selling event in the Western Washington district, 
and this was based upon the sound merchandising prac- 
tice that Mr. Moch would have the right to reject any 
bid that was entirely out of all proportion. 

Having some special cards prepared, Mr. Moch sup- 
plied these to all persons in the market for any of the 
jewelry and gifts on view in the large window display. 
Regular price tags were affixed to these items, and the 
prospective customers were urged to nominate their bar- 
gains, offering any sum in exchange for the merchandise, 
in much the same manner as a silent auction, with the 
award being made to the highest bidder. The bids on 
the special cards, sent in sealed to the jewelry shop after 
the customer had examined the merchandise, were opened 
on the final Saturday evening of the spectacular sale. 

While the price tags plainly exposed served to keep the 
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These are practical days. Ideas that will 

move goods for somebody else may move 

goods for you. Try some of these—the 

best of the month selected by our field 

editor following his recent trip into every 
State in the Union 








prospective customers from bidding too high, at the same 
time they were a safeguard in not letting the bid get too 
low and unreasonable. 


Seal pay envelopes 
stamped “pay day for you” were handed to customers of 
a midwestern store on a recent Saturday. The event was 








heralded for several days by advertisements in local news- 
papers calling attention to the fact that Saturday was pay 
day for each customer of the store. Inside the envelopes 
received by each customer was a small printed card read- 
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MAKERS ws 
That Get the Money 


ing, “Pay :—1 package of .......... ,’ the name of some amount of “script money” was issued to the purchaser. 
article being filled in. Some regular items from stock The money was issued one day a week during the cam- 
were given but most of the merchandise was from the paign, the weakest sales day of the week. At the close of 


slow sellers that had accumulated in the store. Many 
customers are reported to have returned during the day 
with friends to see what “pay” the friends would get. 
An exceptionally good business was reported for the day. 


Evey watch sold 
by the Plumb jewelry store, Des Moines, Lowa, is re- 
corded on a 3 x 5 in. slip. On this slip is noted the 
customer’s mame, address, date of sale, the movement, 


TUT- TUT— WE CAN GIVE YOu 
OODLES OF HELP. 





the stunt, articles donated by the various merchants tak- 
ing part in the campaign were put up for auction at the 
theater. At the auction only script money was the 
medium of exchange. If some article were particularly 
desirable, the person with the most available script stood 
the best chance of being the high bidder. Business gen- 
erally was benefited. 


Te Kay Jewelry Co. 


Long Beach, Cal., has an idea to make the repair depart- 
ment, which is located at the rear of the store, help sell 
merchandise. In addition to having customers walk to 
the back of the store, thus offering the opportunity to in- 
spect other merchandise, the visitor, in order to give a 
watch to the watchmaker or take it away, must stand at 
a window. Underneath a glass counter is a display case 
with three large and six small compartments. In these 
compartments are arranged metal and leather watch at- 
tachments and other small articles of everyday need. This 
display is bound to produce extra sales, as it is directly 
under the customers’ eyes. Many of the customers will 
ask about the items and make purchases. 


number of jewels and size, the quality, price, style and 
number. The firm’s stock number is also listed. Then 
when a watch is lost, stolen or unsatisfactory, Plumb’s 
has a definite record. The file is referred to frequently 
and is decidedly important, according to Henry Wise- 
man, junior member of the firm. 


; of Bedford, Ind. A Pacific Coast retailer 
recently cooperated in what was termed a “Prosperity uses business cards featuring interesting local information. 
Push” and with the cooperation of a theater, staged one One week he passes out cards with commuters’ railroad 
of the most novel selling campaigns ever seen in Indiana. time table. Or, again, the card may carry a baseball 
With each purchase of more than 50 cents, an equal schedule. Cards go with every purchase. 
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IM TELLING YOU~ 


FACT OUTRUNS FICTION 

















THOUGH STERLING AS A STANDARD FOR SILVER 
(9125/1000 THs FINE) I$ OF ENGLISH ORIGIN AND WAS FIRST 
' INTRODUCED IN THE COLONIES WHEN MASSACHUSETTS 
B ESTABLISHED ITS MINT IN 1652, THE WORD “STERLING” APPEARS 
EFORE THE UNIVERSAL USE OF RADIUM ON ON NO ENGLISH PRODUCTS BUT ONLY ON AMERICAN PRODUCTS 
WATCH DIALS THERE WERE WATCHES WITH LARGE BEGINNING IN THE 1850's. TO INDICATE ‘THE STERLING 
TRANSLUCENT DIALS BEHIND WHICH WAS THE QUALITY, THE ENGLISH USE THE LION WHILE AMERICAN 


+n cli = Gece ie petting AO MANUFACTURERS USE THE WORD.... 
IT COULD ‘BE PUT ON A GAS JET SO AT BEDTIME = 2 
YOU HAD TO BOTH LIGHT AS WELL AS WIND Pe 


YOUR TIMEPIECE.... 
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AAMETHYST, BIRTHSTONE FOR FEBRUARY, GETS ITS ’ 

NAME FROM A GREEK WORD, LITERALLY MEANING “NOT DRUNKEN, 
THE ANCIENTS BELIEVED THAT ANYONE DRINKING THE 

STRONGEST POTION FROM A CUP OF AMETHYST WOULD REMAIN 


PERFECTLY SoBER, SOME BELIEVING THAT EVEN THE P 
POSSESSION OF AN AMETHYST WOULD KEEP A MAN FROM BECOMING INEBRIATED.... (SUGGESTED BY FA, COLLINS) 


GERBERT, A STUDIOUS 
BENEDICTINE MONK wHO 
FINALLY BECOME POPE 
SYLVESTER I, 1S BELIEVED 
BY MANY WRITERS TO BE 
THE INVENTOR OF THE 
MECHANICAL CLOCK. HE 
CONSTRUCTED A MECHAN- 
ICAL CLOCK FOR THE SL 
CATHEDRAL AT MAGDE BURG Be 
IN 906 SETTING IT BY ia: 
LOOKING AT THE POLAR 





IN GRAECO-ROMAN TIMES, A CERTAIN EURATES WAS 
REPRESENTED TO BE THE OWNER OF A RING SET 








STAR THROUGH A TUBE. ENTED 10 8E THE OWNER OF A RING SET 
E MENTION BOETHIUS; WITH T O ~” 

BS send permit Ah > VERONA ; ROASTED THAT THE RING UTERALLY SPOKE “TO HIM, 

WILLIAM ABBOT OF HIRSHAW; AND ALSO SUGH FABLES WERE CREDITED IN THE SECOND 

JOHN MEGESTEIN OF COLOGNE AS THE CENTURY OF THE ERA , SAYS DR. GEO. F.KUNZ, IN HIS 

POSSIBLE INVENTORS OF MECHANICAL WORK ON RINGS.... 

CLOCKS BUT THE CLAIMS ALL REST UPON DO You k YOU KNOW OF ANY UNUSUAL FACTS OF 

VERY SMALL FOUNDATIONS.... INTEREST ABOUT JEWELS anb JEWELRY ? 


IF SO SEND THEM TO 
THE JEWELERS CIRCULAR... 
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} AMETHYST —February’s Birthstone 


By Robert M. Shipley * 


Amethyst is one of the 
varieties of quartz. It is classified in that group of gem- 
minerals known as crystalline quartz as distinguished 
from crypto-crystalline quartz. 

Crystalline quartz includes among its transparent varie- 
ties colorless rock crystal, yellow citrine or topaz quartz, 
usually called “topaz” in the trade, and Cairngorm or 
“smoky quartz,” often incorrectly called “smoky topaz.” 
These three varieties are similar to amethyst in the crystal 
form in which they are found, as well as in their hard- 
ness, specific gravity, brilliancy, dispersion and other physi- 
cal and optical properties. They are the same except in 
color and properties which result from it. The colors 
of amethyst include light tints and deeper shades of pure 
violet or reddish violet. Other varieties of crystalline 
quartz, commonly seen as gem-stones, are rose quartz, 
aventurine, tiger eye and quartz cat’s-eye, but they do not 
occur in visible crystal forms similar to amethyst but are 
made up of a great number of small crystals observable 
only under a microscope. Amethystine quartz belongs to 
this latter group. 

The crypto-crystalline- group of quartz is known as 
chalcedony, and includes not only the blue variety known 
to the jeweler by that name, but also chrysoprase, car- 
nelian, sard, bloodstone, and the various varieties of onyx 
and agate. “These gem-minerals are also not amethyst, 
and they differ from rose quartz and amethyst quartz 
in that under the microscope some of them cannot be dis- 
tinguished as crystals, hence “crypto”—meaning unseen. 
Its physical and optical properties are slightly lower than 
crystalline quartz. 

Amethyst and other crystalline quartz are 7 in hard- 
ness, which means that the quartz particles, which largely 
make up the dust in the air, scratch amethyst with dif- 
ficulty, while the many gem-stones under 7 in hardness 
are easily scratched. If a stone such as amethyst does 
gradually become dull it can be easily and inexpensively 
repolished. It can be recommended as a sufficiently tough 
stone to withstand hard usage in all forms of jewelry, 
including men’s rings. In fact, its use in men’s rings is 
not confined to Bishop’s rings, in which, of course, it is 
the favored gem. 

Its physical and optical properties are all low. The 
specific gravity is 2.65. The refractive index of amethyst 
is 1.544—1.553 being double in character. The strength 
of double refraction is resultingly low, i.e., 009. Its dis- 
persion, .013, is so low that it may be disregarded. Its 
luster is vitreous. Dichroism is seen only in the deeper- 
colored stones occurring as lilac and pink or bluish and 
reddish shades of the stone’s color. 

Since all of its properties are low in comparison with 
other gems, they do not assist in making amethyst as 
beautiful as many other purple gems. ‘Therefore, ame- 
thyst depends almost entirely for its popularity upon 


* President Gemological Institute of America. 
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the superior beauty of its color. This beauty is only 
challenged by the amethystine sapphire, sometimes am- 
biguously called “oriental amethyst,” and by some al- 
mandine-colored spinels and the reddish violet almandines 
themselves. The latter gems are rarely seen in the 
market. Amethystine sapphire is superior in hardness, 
brilliancy, and the fact that it retains its color under arti- 
ficial light, while the amethyst usually loses color, becom- 
ing paler or grayish. ‘There are, however, exceptions to 
this rule. 

However, in no gem-stone can so much beauty be pur- 
chased for the price. Only the abundance of the rough 
material makes this possible. Before the discovery, in the 
19th century, of the Brazil-Uruguay deposits the price 
was much higher. A famous amethyst necklace belong- 
ing to Queen Charlotte was valued at $6,000, but would 
perhaps bring not much more than $300 today. If the 
gem had remained as rare as many other colored stones 
it is safe to say that it would be as expensive today, since 
almost all other colored stones have greatly advanced in 
price during the last century. 

Catherine the Great possessed an unrivaled collection 
of amethysts, secured with infinite labor in the Uralian 
mines. These were mounted by the finest goldsmiths in 
France, and were for years, together with her superb 
emeralds, the pride of succeeding empresses until the 
late unfortunate Czarina sold both collections in 1906. 
The gems were snapped up by the lapidaries, and have 
now disappeared. ‘The finest amethyst ever found was 
considered valuable enough to be numbered among the 
crown jewels. However, when Dr. Fersman checked 
the inventory by order of the Soviet Government, the 
gem was not to be found. Dr. Fersman describes the 
amethysts still in possession of the government as “glow- 
ing like red fires.” 


A methysts are found everywhere. 
In our own country they come from Maine, North 
Carolina, Virginia, Georgia and Arizona, as well as from 
the Canadian side of Lake Superior. Many fine gems 
now come into the market from Siberia, Russia, from 
Madagascar and from the State of Bahia in Brazil, but 
the principal commercial supply comes from the State 
of Rio Grande du Sul in Brazil and Uruguay. 

The finest qualities are found among the amethysts 
in the gem gravels of Ceylon, although the Siberian gems 
from Mursinka and some Uruguay stones are almost as 
fine. 

Formerly amethysts were found together with agates 
in the rocks near Oberstein and Idar, Germany. A cut- 
ting center developed in these two towns, and the neigh- 
borhood remains until this day the principal cutting 
center for amethysts as well as agates and for the prin- 
cipal varieties of chalcedony. 

(Turn to page 61) 
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urrent Situation and Trends in 
Jewelry Retailing 


By Arthur Fertig * 


HILE profits have been almost non-existent in the 
retailing of jewelry, this particular type of mer- 
chandising has traced a course no better and no worse 
than many others. Though rated by many people as a 
pure luxury business, it has stood up very well beside 
those distribution activities which are granted as being 
more staple. 
During the first nine months of this year, retail price 
levels declined 16 per cent, the volume of business con- 
tracted 21 per cent, and the number of customers fell 














Retail Price Levels Net Sales Number of Customers 
100 100' 
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1931 1932 1931 1932 193! 1932 








Chart 1—Operating data of a group of well-managed stores, located 
in different parts of the country, compared for corresponding nine- 
month periods of 1931 and 1932 


off 6 per cent as compared with the corresponding period 
of last year (Chart 1). This record is far from pleasing 
to those who made it, but it speaks well for the way in 
which business has been operated. 

Retailing activities were carried on until September 
without the aid of any seasonal influence. In fact, sales 
were below the normal seasonal expectation in the spring 
and summer, but exceeded the normal by a wide margin 
when fall arrived. This belated turn toward a sub- 
stantially heavier period of selling is shown graphically 
in Chart 2, and will go a long way to explain the un- 
favorable profit situation. 

In Chart 2 the normal seasonal expectation is chartered 
as a horizontal line and the current year’s business is 
shown as a line fluctuating below and above the normal. 
If the usual seasonal influence had been felt the line of 
1932 business would have paralleled closely this mean 
seasonal line. Because the seasonal influence was not 
operating, jewelry retailing suffered from the same steady 
déwnward pull that checked almost all business operations. 


Definite Gains Made 


The fact that sales rebounded so sharply in September 
is reason for encouragement. While the rise is of too 
short a duration to tell the whole story, it does portend 





*Copyright by Arthur Fertig & Co., New York, reprinted by permission. 
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better business in 1933, provided that unforeseen events 
do not alter the present course. 

Studying the origin of business, that is, the volume of 
retail sales by departments, brings to light the determined 
effort made by well-managed stores to maintain business 
on a profitable level. A much larger volume of business 
was obtained in articles which are classified as miscel- 
laneous and this group includes all manner of kindred 
lines added to hold up volume. The percentage of this 
miscellaneous business to the entire business rose from 
23 per cent in 1931 to 37.2 per cent in 1932. Had 
jewelers not made an effort to swell the total of sales 
by this taking on of new lines, the decline in sales volume 
would have amounted to 34.7 per cent instead of 21 per 
cent for the first nine months. 


New Lines Important 


While the sale of miscellaneous items increased, the 
proportionate sale of other classified items declined. Sales 
of watches, for example, represented 27 per cent of the 
total business of the first nine months as compared with 
32.5 per cent last year. The sale of diamonds likewise 
fell off, dropping from 31.6 per cent to 24.7 per cent. 
Slight declines were also recorded in the items of rings, 
and silverware and clocks. 

There is still another aspect of the statistical fact which 
demonstrates the enormous importance to the retailer of 
these new lines. Comparing the dollar volume of business 
done by departments reveals an actual dollars and cents 
increase in the sale of these miscellaneous wares—an 
increase of 28.8 per cent. Other departmental business 
showed an actual falling off in dollar volume of sales 
varying from 38 per cent in the case of watches to 28.8 
per cent for rings. 

The effect of adding new lines was to bring about a 
more general merchandising policy which sustained volume 
and swelled the number of customers entering jewelry 
stores. This action helped materially to offset the effects 
of falling commodity price levels for watches and dia- 
monds, as well as the sharp curtailment of actual sales 
of the latter. 


Competition Less Severe 


A considerable number of retailers have gone out of 
business during the year and this has brought about a 
slackening of competition. Mortality has not, however, 
been as high in the jewelry business as it has in many 
other lines of retailing. The reason for this is not hard 
to find. Manufacturers have given active financial sup- 
port, and so kept down the commercial mortality rate. 

In previous surveys we have pointed out the weaknesses 
inherent in the policy of manufacturer credit extension. 


























Lady’s Ring. Plati- 
num and Diamond 
11.63 cts. Star Sap- 
phire. 








Star Sapphires 
Emerald Cut and 
Marquise Diamonds, 


Rubies, Emeralds, 
Pearls, Cat's-eyes 
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Gentleman’s Ring 
Platinum and Dia- 
mond. 10.00 cts. Star 
Sapphire. 
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Lady's Ring. Plati- ¥ 
num and Diamond. 
20.35 cts. Star Sap- 
phire. 












Gentleman's Ring. 
Platinum and Dia- 
mond. 12.00 cts. Star 
Sapphire. 





OTHING has as yet been found to take 
the place of Gems as a tribute of 
Friendship and Esteem. 


We expect to help a good many jewelers 
make 1933 a good jewelry year, by offering 
to them splendid values in Gems of Unusual © 
Beauty— 


Star Sapphires 

Emerald Cut and 
Marquise Diamonds, 
Rubies and Pearls 
Emeralds and Cat’s-eyes 


A large stock of Precious Stones is always 
on hand. We are prepared at any time to 
co-operate with you on whatever your needs 
may be. 


JEROME RICHHEIMER 


608 Fifth Ave. 
New York 
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num Cuff Links, 
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More than liberal extension of credit simply encouraged 
retailers to incur obligations far beyond the limit of their 
working capital, and so made them extremely susceptible 
to the unsettling effects of the depression. Now that 
many have fallen by the way and others have had to be 
kept afloat by the intervention of manufacturers, the 
wisdom of holding fast to sane credit policies becomes 
self-evident. 


Credit Becomes Sounder 


The standing of consumer credit is substantially better 
today than it was a year ago. Consumer indebtedness is 
pretty thoroughly liquidated so that there is no unwieldy 











Chart 2—Relating each month’s actual business to its normal 


proportionate share of the nine months’ total. Note that the 
seasonal influence was lacking in the spring and summer, permit- 
ting sales to fall below expectations in relation to the January busi- 
ness, while sales exceeded the normal seasonal increase this fall. 


volume of obligations standing in the way of new business 
development. The instalment buyer of the present is a 
much better risk than the pre-depression buyer. Con- 
sumers who are employed today stand a much better 
chance of remaining employed than at any time in two 
years, and these same buyers have become better judges 
of their own capacity to meet payments. 

Retailers as a whole have shortened their credit terms 
and collection rates have been increased. ‘This is all.to 
the good. Lower value of unit sales per customer is now 
quite general and this warrants more than passing atten- 
tion. If retailers will stop to examine individual sales 
being made on credit, they will be likely to find the low 
values making profitable business next to impossible. 
When the cost of doing business is calculated for a credit 
sale of say $10, some very interesting facts will come 
to light. 


Over the Horizon 


The future poses two possibilities for the retailer to 
consider. The rise in volume of business in September, 
being far in excess of a normal seasonal, may reflect more 
than the usual fall acceleration of business, but this one 
rise does not necessarily mean the passing of the depres- 
sion. When business sinks to sub-normal levels, any rise 
can be a substantial one from that level. 
of business which follows upon September shows the same 
marked seasonal influence, that is, does not recede but 
maintains a pace in excess of normal, then September 
may prove to have established a new normal. And if 
this is so, business can then be said to have become ad- 
justed to current conditions. 

The extent to which adjustments have been carried 
affords a basis for optimism. Rents have been pretty 
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widely adjusted to the current volume of business and 
advertising, which is the last item of expense to yield 
ground, is now in a process of downward revision. Taxes 
alone hold out against the broad current and have actually 
mounted higher. 

Many retailers are still feeling the effects of over- 
expansion. They widened their operations in the period 
of high cost rentals and have yet to become adjusted to 
the new era. ‘These retailers are not in an enviable 
position. On the other hand, there are many which have 
overcome the ills created by the excesses of the pre- 
depression period; they have adjusted their costs and are 
now on the road to profits. Adjustment is an individual 
problem and future success depends on how well this 
problem has been solved. Better economic conditions 
will not offset the need for meeting of the situation. 


The Outlook 


The future wears a decidedly brighter mien. Unless 
events happen which cannot be foreseen, there should be 
less struggle required to keep operations adjusted to com- 
modity price levels. But whether business recovers quickly 
or remains shackled there will be great need to pay atten- 
tion to consolidating gains, avoiding excesses of every 
kind, and making the most of every sales opportunity. 


Outside Viewpoint 


The market promises to be extremely sensitive no 
matter what the rate of recovery and the fluctuations will 
be destructive unless the retailer senses the changes 
promptly. The modern, aggressive jeweler needs more 
than ever some outside viewpoint to keep him posted on 
the shifts in markets and consumer tastes. The factors 
which affect sales cannot be apprized quickly from the 
operations of a single unit, because they do not make their 
appearance in all stores and in all parts of the country 
simultaneously. It is, then, because of this movement of 
forces that the retailer needs prompt factual information 
from month to month so that preparations can be made 
in season to capitalize on changes in the making. 

The retailing of jewelry is no longer an infant business. 
There are years of experience behind it and it has become 
well established. The very fact that it has held its 
ground in this depression proves its necessitous nature. 
It now stands to benefit from any degree of recovery in 
general economic conditions and the individual will profit 
to the extent that he operates soundly, adjusts his policies 
to the needs of the day and uses the means to keep 
informed of movements which are available to him. 


The King razor, recently developed by T. W. Fostor & 
Bro. Co. for the King Razor Co., Providence, R. L., is 
unique in having an oscillating blade. The unusual lateral 
motion of the blade is imparted by a roller on the razor 
head which contacts the surface of the skin and insures 
the proper shaving angle at the same time transmitting 
the sliding motion to the blade. This is claimed to give 
a shearing or mowing action which cuts the beard off 
squarely, eliminating the danger of ingrowing hairs and 
chafed or roughened skin. Since the shaving angle is 
scientifically determined the conventional claw type guard 
is eliminated. A special blade for use in this razor also 
carries the King name and fits only in this razor head. Ac- 
cording to John J. King, its inventor, the razor will appear 
on the market in the near future. 




























































A handsomely 
equipped, jewel- 
ry store with- 


out stock. 


Owner retiring, 
owns building, 
and can give a 


long lease. 


Renter must be 
a man of abil- 
ity and capital, 
also accustomed 
to fine trade. 





If you cannot comply with these requirements do not answer. 


H. J. HOMRICH 


P. O. Drawer 409—HUNTINGTON, W. VA. 








Only recognized 
jewelry store in 
this city of 75,. 
000 population. 
Govern. 
ment census fig- 
ures show over 
“half million” 
jewelry sales in 
Hunting- 
ton with aver- 
age per capita 
sales of $7.23 
which is almost 
twice the gen- 
eral average for 
the U. S. and al- 
most four times 
the average for 
this state. 
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A NEW PROFESSION 


Appearing in Diamond Rooms and 


Windows of Leading Jewelers 
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Selling instructions | 
in Institute’s 


A NEW PROFESSION 


Which Will be Used by Certified Gemologists— 
the Gem Authorities of the Future 








| The American public is learning to 
} buy its diamonds and other gems 


from those students of Gemology 
who are qualifying for the profes- 
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CERTIFIED GEMOLOGIST 


Gemology 1s the science of diamonds 


and gems. It greatly increases the 
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merchant's knowledge of factors 
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_— 


protects the buying public 


EARLE HALL 
Qualifying Certified Gemologist 
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Write for information to: 


GEMOLOGICAL INSTITUTE OF AMERICA 


3511 West 6th Street 
Los Angeles, Calif. 


TEXT-BOOKS 


MAIL COURSES 





Instruments May Be Imported Through 
Book Department of: 


GEMOLOGICAL INSTITUTE OF AMERICA 
3511 West 6th Street 
Los Angeles, Calif. 





and occasionally 
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Sir Ernest Oppenheimer Sees Better 
Outlook for Diamonds 


HE statement of Sir Ernest Op- 

penheimer, head of the De Beers 
Consolidated Mines, Ltd., before the 
annual meeting of the shareholders at 
Kimberley, South Africa, recently, 
should prove encouraging to the dia- 
mond trade all over the world. For 
according to the reports of his speech 
that have so far been published, it 
was much more hopeful than many 
had expected it would be, and gave 
ground for belief that existing con- 
ditions permit an absolute solid con- 
trol of the diamond market as far as 
prices are concerned for sometime to 
come, and also indicated that the sell- 
ing conditions are expected to be bet- 
ter throughout the world in the very 
near future. 

Sir Ernest is quoted as saying that 
with the exception of the state dig- 
gings and alluvial production, all pro- 
duction of diamonds in the Union of 
South Africa and South West Africa 
have ceased for the time being. Pro- 
ducers outside the Union, he said, 
have cooperated with producers in the 
Union in bringing about material re- 


ductions in production and in reduc- 
ing or ceasing deliveries of diamonds 
and this cooperation had already re- 
sulted in a small improvement in the 
diamond market which had been evi- 
dent for the last three months. 

Sir Ernest also expressed himself 
as confident that the year would ul- 
timately be looked back upon as hav- 
ing seen the turn of the tide in the 
diamond industry. In no previous 
year had such stupendous efforts been 
made to put the industry on a firm 
basis, and through the cooperation of 
the conference and outside producers 
the Diamond Corporation was in a 
position to offer goods for sale only as 
the market required them, and steadily 
to pursue a policy of maintaining 
prices. 

The South African Government 
was working with the producers and 
the Diamond Corporation for this ob- 
ject, he said, and it was hoped that 
even closer and more harmonious re- 
lations would be established. Al- 
though there would doubtless be set- 
backs and disappointments, the dia- 


mond market is in an_ essentially 
healthy position, and when a general 
trade revival takes place no one will 
be in a better position to feel the bene- 
fit immediately than De Beers. 


That the diamond trade has been 
improving in Europe has been evident 
for some months past; that this im- 
provement will be reflected in the 
United States is expected just as soon 
as the public here and also the dealers 
fully realize what the actual condi- 
tions are. It has been the featuring of 
distressed merchandise in so many 
quarters that has concealed the fact 
that there is a scarcity of goods in the 
United States (compared with even a 
sub-normal demand) and that the 
stocks of our importers and cutters 
have been smaller both in amount and 
assortment than at any time in many, 
many years. With the first upturn in 
business generally, the distressed 
stocks will quickly disappear and the 
true condition of the market be re- 
vealed to both buyer and dealer. This 
will naturally be followed by a re- 
sumption in diamond buying and by 
an increase in diamond sales far 
greater than has been the case in 
Europe where the true conditions are 
now more generally known. 
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| 7-11 W. 45th St. 








Daniel Leker 
MANUFACTURING JEWELER 


C. V. DOUGHERTY CO., INC. 


NEW YORK CITY 
SEED PEARL JEWELRY 


SPECIALIZING IN REMODELING 
AND SPECIAL ORDER WORK 























(trial size) 


WALL STREET JEWELRY CLEANER 


A scientifically prepared solution for restoring the lustre to dia- 
other fine jewels and jewelry, removing all foreign 
substances, being something different from the ordinary cleaning 


monds and 

solution, a professional cleaner’s formula. 
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R. E. SMITH, 2698 Bailey Avenue, New York, N. Y. 
: Write for circular ‘“‘What is Wall Street’’ 


An extensive 


Attractively packaged. 
Express Charges Prepaid. 
Net Cash with order. 
Check or Money Order. 
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line of Star Sap- 
phires and Star 
Rubies in Rings, Cuff- 
Links and Dress Sets. 


PARAMOUNT TO ALL PRECIOUS STONES 


ZO 


GEM OF 
FASCINATION 





“GEM-STONES,” by G. F. Herbert Smith, gives a clear, con- 
cise, but very comprehensive survey of the various precious and semi- 
precious stones used for ornamental purposes. 

It offers the jeweler and his clerks an excellent means of fully 
familiarizing themselves with this interesting subject, and provides 
the answers to many questions asked by customers. Fully indexed, 
it makes an excellent reference book. Over 300 Pages; many tables, 
Plates, and illustrations. Price $8.00. Order your copy today from— 
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239 West 39th St. New York, N. Y. 











LOUIS N. MARX 


551 FIFTH AVENUE, NEW YORK 
TEL. MURRAY HILL 2-8838 
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announcing the 


AIRGUIDE 


AIR CONDITION INDICATOR 


A new instrument indicating both temperature and relative 
humidity. Modern in design, universal in utility. Destined 
to replace the ordinary thermometer. 


Y 


In jet-black bakelite case with chromium trim or in walnut 
and gold. Satin finish dial, convex crystal, ornamental feet, 
easel mounting. 


Retail list is $2.75. Accuracy 


Priced for today's market. 
Inquiries from representa- 


and reliability fully guaranteed. 
tive firms will be welcomed. 


FEE AND STEMWEDEL, [NC. 


221 W. Chicago Ave. 
ILLINOIS 





CHICAGO 








SPENCERIAN 


THE BEST PE EN 
























Value 


14 kt. Solid Gold 
Nib. Hard iridium 
tip. Retails for 


$1.50 


Liberal trade dis- 
counts. Write for 
full particulars. 







FOUNTAIN PEN 


In 1933 the new Spencerian Fountain 
Pen carries on a 75-year tradition 
of precision workmanship § and 
finest materials. It sets a mark 
for value that 1933 will find it 
difficult to equal. 14 kt. SOLID 
gold nib, hard iridium tip, 
scientific feed, patented fill- 
ing device—and complete 
repair facilities. 


SPENCERIAN@PEN COMPANY 
349 Broadway New York City 
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Art Value of Fine Sterling 
(From page 21) 


of the gifts will realize that pieces will have an indj. 
vidual identity while if flatware is given it will merely 
be a part of many gifts. Make an experiment some time 
and see how your customer will appreciate this suggestion, 

We are bitterly opposed to the idea of purchasing g 
flatware set on the slow accumulation principle. The 
method of giving one or two pieces a year, starting when 
the person is a child and adding to the set each year, usually 
ends in disappointment. The life of patterns average 
about 10 to 12 years and when the person is ready 
to use and complete the set and discovers it is impossible 
to match it much confusion arises, requiring explanations 
that are not always accepted. Frequently the jeweler js 
censured for permitting someone to inaugurate an idea 
which time makes obsolete. Explaining that the pattern 
can be had but a die-cost is necessary seldom proves an 
effective answer. 

When a customer is insistent upon starting the accumu- 
lation of a sterling silver flatware set in this way, urge 
that a sufficient number of items be purchased at one time 
so that the set can be completed before the pattern is 
discontinued. We find this preferable. 

For display purposes keep sterling well polished. We 
go over ours every day. We never completely strip our 
cases, but remove just a few pieces at a time. 

In adopting the principles outlined in this article we 
have been very successful in building a trade in fine 
sterling silver. We always sell that invisible quality 
which increases the outward beauty of a piece of fine 
sterling silver and that is—Art. 





MERCHANDISE MARKET 
Conover & Quayle, Inc., 10 Maiden Lane, New York, 


are introducing the new Superloid unbreakable watch 
crystals. The material stays crystal clear, cannot discolor, 
is not inflammable and is economical. In fitting, the bezel 
is undercut with a lock-tight step. 

* *k x 


The Gemex Co., 170 Thomas St., New York., is 
putting on the market a striking line of watch attach- 
ments for the 1933 trade. Rachet buckles and expansion 
proven successes are featured in some of the models. 
Quality and styling reaches an even higher level than 
last year. 


* * 





* 





The “Airguide” is an entirely new instrument which 
indicates directly both temperature and relative humidity. 
It is a portable easel type instrument and is designed espe- 
cially for use in the home, store or office. It is enclosed 
in a jet black case of modern design and chromium bezel 
and ornamental feet. ‘Temperature and humidity are indi- 
cated on a handsome satin finish dial beneath a convex 
crystal. It is 454 in. wide, 434 in. high and 11 in. deep. 
A model having a walnut bakelite case with gold trim is 
also available. The temperature range of the instrument 
is from 30 deg. to 110 deg. Fahr., while the relative humid- 
ity scale reads from zero to 100 per cent. The accuracy 
of this instrument is guaranteed. Fee & Slemwedel, Inc., 
221 W. Chicago Ave., Chicago, is the manufacturer. 
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Advertising the Armor for the Battle of Tomorrow 


(From Page 23) 


very thing these specialists recommend if you only have 
the nerve. 

Could I afford it I should send to every jeweler in the 
country a beautifully made sign for permanent use in his 
biggest window. For text I should quote Ruskin, who 
said, “All works of taste must bear a price in proportion 
to the skill, taste, time, expense and risk attending their 
invention or manufacture. Those things called dear, are, 
when justly estimated, the cheapest.” 


th cost of retailing is too 
high, the spread between wholesale and retail prices 
is too great. Here is where merchandising strategy must 
be exercised. And that is not too complex if some of the 
time devoted to less important things were given to it. 

Having seen examples of the advertisements of all the 
leading jewelry stores in the states and been within the 
doors of the majority of them, I can say that a great many 
of them have what I shall term a high-hat complex. My 
definition of a high-hat complex is a store that fails to 
let the mass market know they desire to serve him when 
his expenditure is necessarily small but his inherent desire 
is to make it buy the best procurable. Boston’s free de- 
livered Shopping News of Dec. 19 carried 3,562 lines of 
jewelry advertising going to a mass market of a quarter 
million. Conservative Boston has no such complex, but 
to keep the more costly items moving four jewelers used 
7,000 lines of Roto on two December Sundays. 

The less we get for our dollars the more we spend them. 
Isn’t it paradoxically true that people who tip the pul- 
chritudinous check-room-girl 50 cents to get their hat 
back will haggle with the grocer’s boy over the price of 
empty milk bottles? 

Many jewelers are as inconsistent with their adver- 
tising. ‘They wonder why an occasional full page ad 
which roars their story like a Niagara does not get them 
any more business in a year than their competitor across 
the street whose copy is small but runs cheerily along, 
week after week, like a babbling brook. 

Although advertising is still misconstrued by many as 
a luxury, you must advertise in 1933. Here’s why! First, 
the past twelve months have seen more changes in the 
executive personnel of the nation’s industries than any 
similar period in the country’s history. This means your 
customer-list has changed radically, due to the economic 
upheaval. Start selling new faces. 

Secondly, the 1930 census proves that each year ap- 
proximately 2,367,315 people reach the age of 16—there- 
fore more than 7,000,000 youngsters have become poten- 
tial buyers of things jewelers sell, since the depression 
started. Do not disregard these younger people for they 
are smart youths in whom we should have confidence. 
They hold, as a group, a tremendous portion of latent 
ambition which means desire to acquire beautiful things. 

Dr. Stork delivers 2,000,000 babies annually. This 
means not only gifts for babies, but birthdays to be recog- 
nized as they occur. Fond parents and indulgent aunts 
and bachelor uncles are interested in gifts for kiddies. 

You have probably noticed Tiffany & Co. have not 
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quit advertising and keep plugging away with preferred 
space for which they always pay extra rate. Don’t think 
they are throwing away money. They have confidence 
in the future of America. And to prove advertising has 
lost none of its power consider Houghton & Dutton, a 
90 year old Boston department store, which ran a 16 page 
section in the Hearst Boston American Nov. 11, 1932. 
They broke all records in their history. Here’s the score 
briefly: $408,000 business in 12 hours; 350,000 cus- 
tomers attended ; 20,000 mail orders received; 1,800 new 
charge accounts opened; and 3,500 new lease accounts. 
One item to interest jewelers at least should be the 28,000 
pieces of silverware sold. 

Jewelers are not expected to duplicate this astonishing 
job. I wish they could. But to convince you money is 
not all being hoarded, the Bunde & Upmeyer Co., Mil- 
waukee jewelers, did the largest day’s business in their 
history (in both unit sales and dollar volume) on Dec 3. 
This record was made in the third week of what was con- 
sidered an extraordinarily productive sale. It is worth 
mention that 10,058 lines of advetising were run during 
the sale (equal to 59 two column x 6 inch ads). Both 
stories are conclusive proof that: (1) proper merchandise 
can entice buyers, (2) newspapers are the jewelers’ best 
advertising medium. 


p rinter’s ink never cost 
less, had more quality and paid better returns. The Kay 
Jewelry Co. with about 33 stores spread across the coun- 
try used full-page magazine copy featuring nationally adver- 
tised items in December, 1932, following it up with news- 
Papers in cities where they had branches. Kay’s growth 
is worth watching. 

Remember, the prices on well-known merchandise can 
be slashed and the markets quickly flooded by the bigger 
manufacturers with their tremendous production facilities. 
The interdependence of all groups in the jewelry industry 
must not be overlooked. America has always been a great 
market for quality merchandise. Recently when Fifth 
Avenue’s finest jewelers were forced to sell at 50 per cent 
off, an unthinking few within the industry spread word 
that the original price tags were never marked fairly. 

If a jeweler can survive only by selling five and ten 
dollar pieces and convert his long established store into a 
novelty shop, he will soon find himself obliged to whittle 
his payroll. Experts on lapis, jade, and pearls will have 
to seek positions as curators in museums. 

Let me leave this final thought for you to dwell upon. 
Students of typewriting use the sentence “Now is the time 
for all good men to come to the aid of the party.” I sug- 
gest we substitute the word “jewelers” for men and “in- 
dustry” for party. The stream of our business is dammed 
but not dried up. Only if we work like beavers can we 
speed its flow. There are in the United States approxi- 
mately 32,500,000 families. Each year over 800,000 re- 
placements keep this quota up to average. Since 1925 
about 7,500,000 marriages have occurred. Somebody’s 
got to supply them rings and rattles and clocks and things 
and it might as well be YOU! 
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TO INCREASE 


Your SC les | 
O 


Ci;00D NEWS for the coming year! 
Our representatives are now on their way to visil 
you. They are prepared to show you the most sal- 
able line of commercial hollow-ware we have ever 


offered in our 102 years history. 
It will be priced to sell at from $5 to $35. retail. 


Certainly in step with the times. And designed 
to help you fo distinctly bigger volume. Give this 


new line your Full consideration. 


THE GORHAM COMPANY 
/ ; a . 
Cs Se 4 An ep Sih onomit Ls 


6 West 48th St. New York City 10 South Wabash Ave., Chicago 140 (¢ leary St. San Francisco 










Executive Offices: Providence, R. l 
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Window display at the store of Gurney Bros. Co., Brockton, Mass., which attracted much attention and built sales 


“Attractive Window Displays the Soul of the Store” 


Says Sanford K. Gurney 


4d 

Ou: recent campaign 
for a tieup of silverware with china and glassware brought 
us definite sales results,” stated President and Treasurer 
Sanford K. Gurney of Gurney Bros. Co., Brockton, Mass. 
“Our customers,” he continued, “evidently appreciated the 
advantages to be derived from buying silverware which 
could be matched in china or glass, and we increased our 
sales accordingly. ; 

“Our idea of store display during this campaign,” re- 
marked Mr. Gurney, “was to use window and table 
displays in combination. Instead of using individual pieces 
of silver, glass or chinaware on table or counter, we linked 
these together as a whole. In other words, we emphasized 
the commercial rather than the artistic side, a plan which 
we found to work well for increased customer interest. 

“We have quite definite ideas on the subject of adver- 
tising,” continued Mr. Gurney, “and these ideas apply to 
special campaigns as well as to our business in general. 
Personal letters, circularizing women’s clubs, church socie- 
ties and other organizations of our city and district have 
proven unsatisfactory in the past and thus have but a small 
place in our publicity plans. Newspaper advertisements 
and window displays supply, in our opinion, the best means 
of interesting the public and bringing people into the 
store. Once they are inside the doors we can depend upon 
our stock and our salesmen to do the rest. And we are 
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‘Lhe members of our selling force 
have had much experience in handling special campaigns. 
Their work in backing up our publicity reflects credit upon 
their training and long service with our house. 

“A word regarding our window displays, for these, as 
some one well has said, represent the soul of a store. Our 
place of business is situated in the heart of Brockton’s 
retail district. High, wide windows cover the entire 
front of the street floor. Opportunities for effective dis- 
plays are practically unlimited, and of these we take ad- 
vantage at all seasons. So important a part do we con- 
sider these windows to play in our advertising that were 
we compelled to make a choice in publicity plans the win- 
dow displays would be our first selection. 

“In the promotion campaign for silver, glass and china 
we used in our newspaper advertising the very artistic 
‘mats’ furnished by Oneida Community. For that event 
we considered this material as more effective than locally 
written advertisements. Events verified our judgment. 
Even though a customer bought but one article, it appealed 
to her as a pattern which could be matched, thus making 
it more desirable than one without that advantage. 

“We can’t say that this campaign brought additional 
customers to our store in general. It would appear that 
those who responded to our newspaper advertising and 


(Turn to page 41) 


seldom disappointed. 








MERCHANDISING INSPIRATION 


The March issue of THE JEWELERS' CIRCULAR will be published in cele- 
bration of our 64th Anniversary. This special number long ago became 
an institution in the jewelry trade. Merchants everywhere look to it for 
new goods, new ideas, new patterns and designs, and new merchandising 
inspiration. 


Every responsible jewelry concern—retailer, wholesaler or manufacturer, 
anticipates the arrival of this Anniversary Number—the supply of which 
particular issue in the past has seldom equalled the demand. 


A new sales season is around the corner for the jeweler—for the jobber 
—and for the manufacturer. This is the time, and our March issue is 
the medium through which to "TELL IT TO THE JEWELER” if you have 
something to sell him. Use this most economic and certain means of 
registering your message to the entire jewelry trade. To those who 
have interrupted their schedule of advertising, it offers a mar- 
velous opportunity to emphasize the fact that they are still in 
business. Through this 64th Anniversary Number, drive home your sales 
message to a particularly receptive audience at a time when stocks are 
extremely low and greatly in need of replenishing. 


Closing time for advertising copy for the 
March issue is February 20th. Advertising 
in the March, 1933, 64th Anniversary Num- 
ber of THE JEWELERS' CIRCULAR repre- 
sents an investment that will be sure to pay 
liberal dividends in business. 








THE JEWELERS’ CIRCULAR 


239 West 39th St. 
New York 
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Coming Styles and Colors Delineated in Fashion 
Bulletin of N. E. M. J.& S.A. 


ProvipENCE, R. I., Jan. 16—Members of the New 
England Manufacturing Jewelers’ and Silversmiths’ Asso- 
ciation have received with interest the latest fashion bulle- 
tin of that body together with a color card issued by that 
Association in cooperation with the Textile Color Card 
Association of the United States, Inc. 

The bulletin first takes up the “color picture,” saying 
that more than ever the season 1932-1933 will run the 
gamut of color and that the accompanying color card 
stresses all the costume colors that will be given active 
promotion. The bulletin not only gives information about 
certain colored fabrics but gives some samples of the 
fabrics themselves. 

On the costume picture, the bulletin emphasizes the 
fact that the most important trend in necklines is toward 
the “V” shapes and this does much to encourage the future 
sale of necklaces, brooches and clips. The high necklines 
will continue through the spring until March or April 
after which lower lines will take precedence. 

With the information given are a series of outline 
sketches of the new gowns by Patou, Vionette, Chanel, 
Lucille Paray, Schiaparelli, Bruyere and other famous 
fashionable modistes of Europe. 

In relation to the jewelry picture, the bulletin says: 


’ 


NECKLACES 


First—most welcome to all of us—count on more necklaces 
than you have sold this past year, since the neckline is slipping 
down to where it originally belonged, when it was so rudeiy 
forced up. 


BRACELETS 


Second—since sleeves remain practically the same as before, 
that is, three-quarter for some dressy afternoon gowns, long and 
tight at the wrist for tailored and sports clothes, and tiny short 
puffed sleeves for resort and summer frocks—you should con- 
tinue to make and sell bracelets. Brilliant versions for evening; 
colored composition for summer sports; gold, silver or white 
metals for all daytime wear. 


CLIps 


Third, since the neckline is often draped, scarfed still, or 
trimmed with some kind of floppy ornamentation, the clip is 
still good, and should be made in newer designs using ideas 
sketched on the following pages. 


BroocHES 


Fourth, the brooch comes up even stronger than last season, 
winning its way into usefulness and decoration because of the 
trend in “V” necklines, the Grecian simplicity of evening gowns, 
and sometimes the very high tailored collar on which a smartly 
dressed woman will wear a brilliant pin. 


RINGS 


Fifth—becoming and remaining, a staple, is the constant ap- 
pearance, (not as frequently as with other types of jewelry), 
new designs in rings. Some of these newest versions are 
sketched and represent very marked trends in lovely types of 
rings. 


NOVELTIES 


~Novelties are a sixth sense, in a way, because they demand 
great intuition and inspiration to get them started, and put them 
over. PIPES are one of the newest of these novelties; and 
are fondly adopted by the younger set in bright colorful versions 
as well as woods. CIGARETTE CASES run to thinner versions, 
though there are no really new ones at the moment. WHITE 
METAL continues in high favor for all manner of dress buttons, 
new belt fastenings, oddly shaped clips, etc. COPPER is less 
important here right now than it was. 
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Following this are illustrations and descriptions of 
some of the latest jewelry effects seen in Paris, each draw- 
ing representing some outstanding trend in fashion. In 
addition are illustrations and suggestions of a group of 
minor ideas that may be developed on the lines of costume 
jewelry. 

The bulletin also contained a short discourse on the 
Chanel exhibition of diamond jewelry recently held in 
Paris. 


Windows—the Soul of the Store 
(From page 39) 


window displays had a definite purpose in coming to the 
store; that is, to take advantage of this promotion plan. 

“To my mind,” concluded Mr. Gurney, “the idea is 
fundamentally sound. At least we found it so. The spe- 
cial newspaper advertisements and bulk window displays 
of various patterns in silver, glass and chinaware sup- 
plied a trade stimulant which proved profitable to us. 
Customers for china and glassware thus were brought into 
our store who otherwise might have gone elsewhere for this 
class of merchandise.” 

A few words concerning the history of this concern 
doubtless will prove interesting to the trade. Gurney 
Bros. Co.’s store, corner of Main and School Sts., is one 
of Brockton’s landmarks. An electrically lighted sign on 
the building: “Established 1841,” tells in brief a story 
of one of the oldest and best known diamond and jewelry 
stores in the United States. Ninety-three years is a long 
span of business life, and especially notable when attained 
by four generations of the same family. 

In 1841 a small store for watch repairing and the sale 
of jewelry was opened in North Bridgewater (now Brock- 
ton) by one David Studley and conducted by him until 
1862. Dying in that year, he willed the successful busi- 
ness he had built up by 21 years of fair dealing, to his 
nephew, Lysander Gurney. The latter took as partner 
his brother Warren, and for nearly 40 years these two con- 
ducted the business under the style of Gurney Bros. Dur- 
ing this period North Bridgewater’s name was changed 
to Brockton, the town became a city, growing rapidly, 
and Gurney Bros. prospered accordingly. In 1896 War- 
ren Gurney died, and in 1900 Lysander admitted his 
two sons, Merton and Sanford, to an interest, forming a 
corporation under the title of Gurney Bros. Co. In 1905 
Lysander died. Merton and Sanford then continued the 
business under the corporation title. 

In 1926, following the death of Merton, Sanford Gur- 
ney gave his son, Joseph G., and his nephew, Fred P. 
Gurney, an interest in the company, and they now are 
active in its conduct. With these men of the third and 
fourth generations carrying on the family name and tradi- 
tion, all in modern manner, Gurney Bros. Co. looks con- 
fidently toward its one hundredth anniversary in 1941. 


Atlanta retail jewelers accepted their share of the 
$400,000 worth of scrip issued by the City of Atlanta to 
its employees last December, according to all reports. The 
scrip, for three months back pay was accepted by prac- 
tically all of the merchants of the city for the payment 
of old accounts and the purchase of new merchandise. 





If you want to 
Sell Out or Raise 
Money, write to 
me and get the 
facts. 


I will do for you 
what I have done 
for others. 


Just a Few Sales— 


Lebolt & Company, 

Chicago store, One of 

the finest stocks in 

America. 

Sam Friedlander & 

Sons, Seattle, Wash. 

Elite of the Pacific Coast. 

Tannizers, Milwaukee, 

FRANK FEINBERG Wisc, Wholesale Dia- 
mond Importers. 

Calhoun Store, Nashville, Tenn., Finest stock in the 

South. 

Goldblatts Diamond Shop, Spokane, Wash. 

Chicago State Pawners, Big Diamond Auction, Illinois 

State requirement. 

Nassau Exclusive Art & Gem Collection, Long Beach, 

New York. 

Refer to hundreds more if desired throughout the United 

States and Canada. I will conduct all sales personally 

with efficient assistants, assuring a positive success. 


All Correspondence Strictly Confidential 


FRANK FEINBERG 
59 E. Van Buren St. Chicago, Ill. 


Phone Wabash 9007 








Two can live almost 
as cheaply as one... 


Lexington. For instance, rooms at 

the minimum rate of $3 a day for 

one person, are only $4 a day for two. 

And the Lexington is a new hotel, lo- 

cated in the Grand Central Zone, one block 
from fashionable Park Avenue. 


1 a day more for two persons at Hotel 


HOTEL LEXINGTON 


In Grand Central Zone, Lexington Ave. at 48th St. 


NEW -YORK CITY 


CHARLES E. ROCHESTER, General Manager 











A Great Work on Diamonds 


Lonpon, Jan. 10.—A work of particular interest to 
jewelers and diamond men is “The Genesis of the Dia. 
mond,” just published in two volumes at $21 by Benn, and 
compiled by Alpheus F. Williams, former general manager 
of the De Beers Consolidated Mines. Mr. Williams han. 
dles his subject from the scientific angle and sets out a 
fund of interesting material covering present-day meth- 
ods of diamond mining at Kimberley and the geological 
character of the diamond country as related to the hun- 
dreds of kimberlite pipes distributed throughout the Union, 

One volume deals with the crystallography of diamond, 
the detailed accounts of mineral intergrowths being il- 
lustrated with some remarkably good colored plates. The 
same volume refers at some length to the effect of the 
alluvial diamond discoveries in Namaqualand and the 
Lichtenburg district on the output of the mined stones, 
Mr. Williams indicates to what length the newer sources 
of diamond production have influenced the activities of De 
Beers and other big diamond producers. 

In his interesting outline of recovery and treatment at 
the Kimberley workings the author mentions that the 
underground workings now extend to a depth of 3600 
feet and that the blue ground, formerly rolled and 
harrowed by a sort of agricultural process, is now dealt 
with directly in crushers and rolls prior to treatment in 
washers and jigs. Handpicking, too, has been succeeded 
by an automatic method of separating the stones from the 
waste, the concentrates passing over a grease-coated pul- 
sator under a stream of water. 

The author is the son of Gardner F. Williams who, 


before his death, was in general charge at De Beers, 


Alpheus Williams succeeded his father as general man- 
ager at the Kimberley workings in 1905. Gardner Wil- 
liams was the author of a great work dealing with the 
history and growth of the Kimberley mines. The present 


-work of his son may be regarded as a sequel to these. 





Leading Canadian Retail Jewelry Firms Merge 


Toronto, Ont., Jan. 21.—Two of the largest Cana- 
dian retail jewelry firms announced here last night their 
amalgamation, in brief statements to their staffs. Ryrie- 
Birks, Ltd., and Ellis Bros., will after Feb. 1 be known as 
Birks, Ellis & Ryrie, Ltd., and the combined business 
will be carried on in the spacious quarters of Ryrie-Birks, 
Ltd., under the management of C. Q. and M. T. Ellis. 

While negotiations had been quietly carried on since 
last October, the news of the merger came as a surprise 
to the Canadian jewelry trade, the proposed merger hav- 
ing been kept secret. Both firms have a substantial in- 
terest in the new organization, of which C. Q. Ellis is 
president, W. M. Birks of Montreal is chairman of the 
board, and M. T. Ellis is vice-president. 

The union brings together the three best known names 
in the retail jewelry business in Canada. The Birks busi- 
ness had its commencement in Montreal in 1818, and is 
now an internationally known organization with stores 
in many Canadian cities, buying offices in London and 
Paris, craft shops in Canada, and a diamond cutting es- 
tablishment in Antwerp. The Ryrie store was originally 
founded in 1854 and affiliated with Birks in 1905, the 
name being changed in 1924. Ellis is a name known in 
Canadian jewelry circles since 1850. 
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Prison Sentences for Watch Dial Fakers 


New York Court Punishes Men Who Counterfeited Trade Mark 
of Bulova Watch Co. 


With the sentencing on Jan. 16 of four 
men who were arrested last spring in a 
conspiracy to trade in spurious watches, 
the bogus watch dial “racket” was dealt 
a blow which it is hoped will eliminate 
this fraud on the public. Watches of 
small value were sold under representa- 
tions that they were of expensive makes, 
bogus dials of standard timepieces being 
used for the purpose. 

For some time manufacturers of sev- 
eral well-known American and foreign 
makes of watches have been receiving 
complaints that timepieces which had 
been bought for small amounts, in the 
belief that they were genuine timepieces 
of prominent manufacturers, were use- 
less. Detectives bought some of the 
watches with the bogus dials and the 
cases were taken to court. 

As a result, Edwin B. McGonigle of 
Brooklyn and William Chon, president 
of the Superior Watch Material Co., 78 
Bowery, received sentences of three 
months each; Charles Wapner, Brooklyn, 
received 60 days and Morris Stolzenberg, 
Brooklyn, was sentenced to serve 30 
days. They were sent to the workhouse 
by Justices Nolan, Fetherstone and Voor- 
hees, when arraigned in the Court of 
Special Sessions for violating the State 
Trade Mark Law. 

Another offender, Marcelle Courvoi- 
seur, president of the Berna Swiss Dial, 
Inc., 80 Nassau St., pleaded guilty on 
Jan. 9 and was sentenced on Jan. 20 to 
six months in the workhouse. He has a 
prior record and is a second offender, 
having served 30 days on a similar of- 
fense. 

In addition to the men sentenced on 
Jan. 16, Jacob Schoenholtz, president of 
the Swiss Radium & Dial Painting Co., 
Inc., 30 Irving Place, was fined $500, 
Dec. 12, in the Court of Special Sessions, 
for selling spurious watch dials bearing 
the-name “Bulova.” He was also sen- 
tenced to serve six months in the work- 
house but sentence was suspended, pend- 
ing good behavior for two years. 

Abraham Bloom, 78 Bowery, another 
of the indicted men who entered a plea 
of guilty, was ordered to serve a six 
months’ term in Federal Prison by United 
States Judge Robert P. Patterson, before 
whom he was arraigned, Dec. 17, for 
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violation of the conditions of a parole. 
In January, 1931, he was sentenced to 
serve a prison term for watch smuggling. 
Judge Patterson, at that time, gave him 
a suspended sentence because he had been 
a government witness in smuggling 
cases. He must now serve six months 
on the Federal charge. He may have to 
serve a term later on in the fake dial 
case. 

In the investigation of the watch dial 
racket, Harry D. Henschel, secretary of 
the Bulova Watch Co., took a leading 
part in association with Sanford H. Cohen 
and Edward W. McDonald, counsel for 
the watch company. They had the hearty 
cooperation of Eugene McAuliffe, assis- 
tant district attorney, in charge of com- 
mercial frauds. Capt. James H. Coy in 
charge of the Jewelry Squad and Detec- 
tives Frank and Levine, were assigned 
to the investigation. Mr. Henschel has 
been the complaining witness against the 
defendants. 

Mr. Henschel declared to a reporter 
for THe JEweLers’ Circuxar that there 
will be no let-up in the war against the 
spurious watch dealers until the “racket” 
has been completely wiped out. He 
pointed out that in the present campaign, 
two dial manufacturers, one distributor 
and four manufacturers of complete 
watches, who are known to be among 
the worst offenders, have been caught in 
the police net and that the main supply 
of this spurious product has been cut off 
for the present. But he warns that the 
trade should be on the alert for other 
offenders and that supplies should be pur- 
chased only through legitimate sources. 
“If this procedure is followed, such a 
racket could not exist,” he said. 

These fake dials have been distributed 
through questionable sources and at 
prices which are a temptation to repair- 
ers and jewelers who should deal only 
with legitimate trade houses. Legitimate 
jewelers must protect themselves against 
such a situation, he declared. An un- 
believably large number of these dials 
and complete watches have been sold 
through “gyp” stores, by peddlers on the 
street, and by men who pretended that 
the watches had been stolen. All such 
sources of supply should be avoided, he 
said. 
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Both the Elgin and the Waltham com- 
pany have been victims of the fake dial 
campaign in the past and have taken 
action to stamp it out. McGonigle was 
tried and found guilty in the Bulova case 
and then pleaded guilty in the cases 
brought by the Elgin and Waltham com- 
panies. 


New Jersey Jewelers Conduct Co- 
operative Advertising Campaign 


Campen, N. J.—Members of the New 
Jersey Retail Jewelers’ Association con- 
ducted a cooperative newspaper adver- 
tising campaign, featuring the desirability 
and economy of jewelry gifts for Christ- 
mas. Prepared by a committee headed 
by Francis B. Wallen, Jr., retail jeweler, 
the “Ads” appeared in the Camden 
Courier-Post. Jewelers cooperating were: 
Dallas R. Cann, Dorn’s; J. M. Eichman, 
D. C. Hart, Langendorf’s & Wallen’s. 

While cooperative advertising cam- 
paigns have met with outstanding suc- 
cess in recent years, as conducted through- 
out the nation by a number of retail 
and manufacturers’ trade organizations, 
this was the first organized effort by 
jewelry retailers in this section of the 
country. 

According to Mr. Wallen, the New 
Jersey Retail Jewelers’ Association is 
doing invaluable work both in the interest 
of its members and for the protection of 
the public. Each member must conform 
to definite standards in the conduct of 
his business. 

A seal is being planned which will be 
loaned to members to use in their windows 
and to stamp on their stationery and 
boxes. The object of the seal is to build 
public confidence in the legitimate 
jewelers. 


Jewels of the Friedsam Collection 


Ingenious design, exquisite craftsman- 
ship, and the sumptuous alliance of gold 
with enamels and gems make the Ren- 
aissance jewels in the Friedsam Collec- 
tion, recently presented to the Metropoli- 
tan Museum of Art, New York, a delight 
to the eye. - It is easy to visualize these 
fascinating accessories of dress as giving 
the final touch of splendor to the rich cos- 
tumes of the 16th century. 

The group of 18 pendants, chiefly Ger- 
man and Italian of the late 16th century, 
is a representative one, and includes 
many notable specimens. 








ANCHESTER’S 
STERLING 


SOUTHERN ROSE 
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This 


repousse 
continues to be a “best 


pattern 


seller”. Reorders on it 
are remarkable. It is one 
of the Manchester family 
of twelve flatware pat- 
terns of full-weight fine 
sterling, competitively 
priced at levels that will 
surprise you. 

Send for samples and 
catalog, showing also 
complete line of sterling 
silver table hollowware. 


a 


SILVER CO. 
PROVIDENCE, R. I. 
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Saving Retail Outlets 


Jewelers’ Reconstruction Corporation 
Starts Operations at Chicago 


Cuicaco, Jan. 16.—The Jewelers’ Re- 
construction Corporation, which was 
formed for the purpose of preserving the 
outlets of the jewelry trade and keeping 
in business those honest debtors threatened 


| with extinction owing to the non-liquid 
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| condition of their assets, is not only now 


fully organized but is working satisfactor- 
ily according to the reports of the officers. 

In speaking of the work, G. E. Juchem, 
the assistant secretary and manager, 
stated last week that there has never been 
a time in the whole history of the industry 
when an enforced liquidation was less de- 
sirable than at present or when a petition 
in bankruptcy would prove more calamit- 
ous. He cited the work being done by the 
corporation as being most effective in 
preventing unnecessary winding up of 
going concerns. 

Among the specific cases mentioned by 
Mr. Juchem was one in which the credi- 
tors had agreed to an extension and con- 
tinuance of a jewelery business. Here 
the indebtedness was $22,000 distributed 
among 56 creditors and was in excess of 
the actual value of the assets. The land- 


| lord had already issued a distress war- 


rant and forced liquidation seemed immi- 
nent. Bankruptcy proceedings, it was 
estimated would not bring 40 cents on the 
dollar. An extension was granted, the 
corporation took charge and under its 
supervision today $14,000 of the indebted- 
ness has been paid and the number of 


| creditors reduced to 14. Even now the 


assets have not been dissipated and the 
business if it has to be closed will pay 
50 cents on the dollar of the $8,000 liabili- 
ties remaining. 

As a picture on the reverse side, he 
stated a case where the assets were $40,- 
000 and the indebtedness $30,000, but 
where creditors could not agree upon an 
extension and bankruptcy followed. Here 
a flat sale at sacrifice prices was ordered 
by the referee in December and but $6,000 
realized. Practically all this amount will 
be dissipated by the payment of the al- 
lowable fees in bankruptcy. The debtor 
here has offered a compromise on the 
basis of 7% per cent. 

“The gross injustice as depicted in the 
latter case,” said Mr. Juchem, “could have 
been completely alleviated and a jewelry 
store of inestimable value as a future out- 
let could have ben saved for the industry. 
We have cases now under supervision 
which are similar to the above. The daily 
operation of these stores is closely watched 
and the operating expenses reduced to a 
a point commensurate with gross returns. 
Purchases are controlled and no new in- 
debtedness is created, which means that 
the assets are being conserved and the 
security of creditors is being maintained 
to the greatest possible degree. 

E. E. Marshall, president of the corpor- 
ation, said that it is evident if the corpor- 
ation is to accomplish the best results that 
there must be the utmost cooperation be- 
tween creditors and debtor and a com- 
plete understanding of the problems fac- 
ing any dealer who finds himself em- 
barrassed. It was to form a_ neutral 
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agency through which information 


ma 
be collected and through which relief onl 
be cooperatively administered that the 


Jewelers’ Reconstruction Corporation has 
been set up. The organization, he said 
is equipped to render aid to any dealer 
who is honest and insolvent although at 
present in such a frozen condition that he 
finds himself in a position of being unable 
to meet his obligations. 

To those facing this condition, he issued 
a warning not to drift until their condi- 
tion is helpless. Such jewelers should 
make up a conservative statement of their 
assets and liabilities in detail together 
with a list of creditors and amount owing 
each. “This, together with an operating 
statement covering the past year with an 
itemized list of all expenses should be 
submitted to their largest creditors or to 
the Jewelers’ Reconstruction Corporation 
at its headquarters at 58 E. Washington 
St., Chicago, which is not only in a posj- 
tion to give advice but also to give con- 
structive help in such a way that both the 
cost and embarrassment of so doing will 
be reduced to a minimum.” 


Fifty Years or More With 
International Silver Co. 


MeriveNn, Conn.—Fifty years is a long 
time to work for one concern. The Inter- 
national Silver Co. has 38 people each of 
whom has been with the company a half 
century or longer. Among them are in- 
cluded the chairman of the board, the 
treasurer of the company, several mana- 
gers, superintendents and foremen. 

In addition to the active workers with 
the long records the company has on its 
pension rolls thirty ex-employes, each of 
whom retired from active work after a 
service of 50 years or more. 

Following are the names of those still 
with the company afted 50 years or more 
service: Daniel Alexander, Charles Ash- 
forth, George J. Bampton, Frank Barker, 
R. L. Bishop, P. S. Brown, I. W. Coke- 
fair, B. B. Coyyler, C. K. Decherd, John 
Dooley, Jos. J. Doran, C. P. Dungan, Eu- 
gene Flanagan, George Codley, Fred 
Crasser, George Crasser, John M. Har- 
mon, L. B. Hall, Samuel Harrison, Mark 
W. Hobson, D. L. Ingraham, Wn. 
Keenan, James H. Kelsey, John Lawrence, 
Jos. H. Massicotte, Wm. McAdie, David 
McCune, Thomas Mottram, A. G. Rogers, 
Walter Sadler, Carl Sorg, Wm. H. Stam- 
ris, Chas. H. Stockder, Geo. H. Wilcox, 
Chas. H. Taylor, Thomas Teagle, George 
H. Yeamans, Frank C. Young. 





William Haseltine 


Kokomo, Inp.—William Haseltine, age 
86, a resident of Kokomo for 63 years 
and engaged in the jewelry business here 
for 62 years, died at his home 507 W. 
Walnut St., at 3.30 o’clock Monday morn- 
ing, Dec. 26, his heart action failing under 
an attack of pleurisy which had confined 
him to his bed since last Friday. 

Funeral services were held at the home 
Wednesday forenoon, Dec. 28, at 10 
o'clock, the Rev. Hurd Allyn Drake of the 
First Presbyterian church, officiating. Bur- 
ial beside the grave of his wife in Crown 
Point cemetery followed. 
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Retail Jewelers Favor “Turn-Over” 
Tax According to Referendum of 
A.N.R. J. A. 


Retail jewelers throughout the country 
have expressed themselves emphatically 
in favor of a small “turn-over” tax in 
preference to either a manufacturers sales 
tax or a tax on retail sales. 

On Nov. 21, last, the American Na- 
tional Retail Jewelers Association mailed 
6000 copies of “Tax Referendum No. 1” 
to the trade—with the exception of 263 
copies which went to other trade associa- 
tions, the trade press, manufacturers, 
wholesalers, etc., this entire number was 
directed to the retail jewelers of America. 

Up to the middle of January the asso- 
ciation had received approximately 1200 
replies of which 51 per cent favored the 
turn-over tax; 29 per cent a general man- 
ufacturers’ sales tax, and 20 per cent a 
general retailers’ tax. These were the 
three forms of taxation discussed in the 
Referendum and the fact that 51 per cent 
of those voting indicated a preference for 
the turn-over tax is most significant and 
demonstrates that the retail jeweler is 
willing to participate in this form of taxa- 
tion, which will secure the largest amount 
of revenue at the smallest rate, of any 
method under consideration, says the re- 
port on the Referendum recently issued. 

The responses were received from every 
State in the Union and the District of 
Columbia and many of the ballots were 
accompanied by letters outlining in detail 
the opinion of the writers as to the most 
equitable form of tax, and their reasons 
therefore. 

Replies came in from practically every 
important retail jeweler in the country as 
well as every section of the land. 


Louis W. Rice 


Louis W. Rice, vice-president and treas- 
urer of Bernard Rice’s Sons, Inc., silver- 
ware manufacturers, 325 Fifth Ave., New 
York, died Jan. 9 while on a West In- 
dies cruise aboard the Swedish-Amer- 
ican liner Kungsholm, according to word 
received here by his brother, Jacques B. 
Rice. He was 61 years old. 

A native of New York, Mr. Rice at- 
tended the College of the City of New 
York and entered the silverware firm 
founded by his father, Bernard Rice. He 
became a partner in 1891. He was vice- 
president and treasurer of the Apollo 
Silver Co., a subsidiary of Bernard Rice’s 
Sons, Inc., secretary and treasurer of S. 
Langsdorf & Co., a director of the In- 
ternational Engineering Co., and a mem- 
ber of the executive board of the Silver 
Plated Hollow-ware Manufacturers Serv- 
ice Bureau. He was a member of the 
Fairview Country Club, the Woodmere 
Country Club, the Hudson Guild, and 
the Society for Ethical Culture. Mr. Rice 
lived at 451 West End Ave. 

Surviving, beside his brother, who is 
president of Bernard Rice’s Sons, are his 
widow, the former Edith Sampter and two 
daughters, Anita Despres of Scarsdale and 
Margaret Rich of New York. 
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TongueTyed' 


BRACELET PATENTED 





We take this occasion to notify the trade 
that the “Tongue Tyed” Bracelet is con- 
structed under U. S. Patent No. 1893056 
just issued to us; that a copyright of the 
name has been applied for, and that it is 
our intention to protect our distributors. 


TonpueTyed 


BRACELET PATENTED 





THE BRACELET HIT OF 1932 
STEPS INTO 1933 


WITH 
INTRIGUING NEW STYLES 


Unique construction and appealing styles 
made “‘Tongue Tyed” the undisputed 


bracelet sensation of 1932. 


Bracelets are an important fashion ac- 
cent. ‘Tongue Tyed” Bracelets are both 
fashionable and fascinating. Right now 
our Wholesale distributors are stocking 
the 1933 Line—featuring many beauti- 
ful new styles and refinements in design 
—and a new line of “Tongue Tyed”’ 


Bracelets for Misses and Babies. 
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BUCKLES AND 


SETS 





CHAS. W. GOULD 
Eastern Rep. 


ATTLEBORO, MASS. 


ALLEN B. PINERO 
Midwest Rep. 
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American Show Case & Mfg. Co. 
Wins Suit Over Show Case Patents 


A hard fought legal battle which has 
been waging for nearly three years over 
important patents involving basic con- 
struction in store equipment, has been 
won by the American Show Case & Mfg. 
Co., of Detroit, which also has factories 
in Adrian and Muskegon, Mich. The 
United States Circuit Court of Appeals 
at Cincinnati, Ohio, recently refused the 
losers, the Grand Rapids Store Equip- 
ment Corp., a rehearing in this suit, there- 
by closing the matter. 

The decision is of great importance 
to purchasers of store equipment as the 
subject at issue concerned the arrange- 
ment of interchangeable wall units, as 
used by the country’s largest stores. The 
American’s system was held not to be an 
infringement of the patents of the Grand 
Rapids concern which had won a_ suit 
based on them in the lower court. The 
Circuit Court of Appeals reversed this 
decision. 


Jewelry Crafts Association Suspends 
Activities 

The Jewelry Crafts Association with 
headquarters at 48 W. 48th St., New York, 
which for many years has looked after 
the interests of the manufacturing jew- 
elers in the vicintiy of New York, will 
not be active during the coming year. 
At a meeting of the board of directors 
held recently it was deemed necessary to 
suspend all operations and activities of 
the association for one year beginning on 
Jan. 1. All records and important data 
of the Association will be maintained and 
stored, but the association as a body will 
cease functioning after that date. 

The organization, however, will not be 
either wound up or dispensed, and it is 
hoped that it will function again, when 
conditions in the trade are more encour- 
aging. The present officers of the organi- 
zation are: President, David Shiman; 
vice-presidents, Benj. S. Katz and Albert 
E. Levy; and secretary-assistant treas- 
urer, Arthur Essing. The directors in- 
clude the above and George F. Brecht, 
Emanuel Ciner, John L. Corbett, Otto F. 
Deck, Joseph L. Herzog, Nathan Heyman, 
Albert M. Kohn, Jacques Kreisler, Ed- 
ward C. May, Henry Menges, Nathan 
Newman, Maurice Tishman and Chas. E. 
Weller. 


St. Louis Retail Jewelers Holding 
Second Cooperative Auction 


St. Louis, Mo—The second group 
auction held by prominent St. Louis jew- 
elers is now underway having been 
started on Jan. 16. Those participating 
are the Bolland Jewelry Co., Drosten 
Jewelry Co., Hess & Culbertson and the 
Selle Jewelry Co. The same premises 
at 901 Locust St., are being occupied as 
were used last year at the first of these 
cooperative auctions. 

The general chairman of the auction is: 
W. G. Drosten. The finance committee 
consists of J. B. Bolland and L. J. Vogt; 
location and fixtures committee, Oliver 





Selle and Roy Culbertson; advertising 
committee, L. J. Vogt and Oliver Selle; 
stock and help committee, L. J. Vogt, 
Oliver Selle, J. B. Bolland and F. G. 
Merkle; protection committee, Roy Cul- 
bertson, and secretary and rules commit- 
tee, Oliver Selle. 


New Officers Elected by Jewelers 
24 Karat Club of New York 


The most important action taken at the 
annual meeting of the Jewelers 24 Karat 
Club which was held Wednesday, Dec. 28, 
at the club rooms, 15 Maiden Lane, was 
the election of officers for the ensuing 
year. Jacob Mehrlust was chosen as presi- 
dent, and Clifford Lamont as vice-presi- 





Jacob Mehrlust, president-elect 


dent, while the present treasurer, Lee 
Reichman, and the secretary, Knowlton 
D. Read, were reelected. All the elections 
were unanimous as were those of the 
board of directors. 

In nominating Vice-President Mehrlust 
for the office of president (from which 
Charles W. Sommer retired) Gustav H. 
Niemeyer paid a wonderful tribute to the 
nominee, dwelling upon his great quali- 
ties as a craftsman, as a designer, as a 
merchant and as a man; and he empha- 
sized the high esteem in which he was 
held by jewelers generally. 

After being inducted into office, Mr. 
Mehrlust acknowledged with thanks the 
high honor paid him in his elevation to 
the presidency, dwelt upon the work that 
the Jewelers 24 Karat Club had done 
and is doing, and pledged his best efforts 
to continue this work of the organization 
on the high standards it has set in the 
past. 

A very high tribute to Mr. Lamont was 
paid by Lee Reichman, who nominated 
him and who told of the work he has 
done for the trade in general in the 
past few years. The eulogies to both the 
secretary and treasurer also preceded 
their nomination. 

On the nomination of Otto Wormser, 
the following were reelected directors for 
the ensuing year: Alpheus L. Brown, Gus- 
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tav H. Niemeyer, Leo Wormser, Frank 
T. Sloan, T. Edgar Willson and Walter 
Kahn and Melville Untermeyer way 
elected to fill the vacancy caused by the 
death of John W. Sherwood. Retiring 
President Sommer automatically becomes 
a director for 1933 and these with the 
president, vice-president, secretary and 
treasurer act as the governing body of 
the organiation. 

The rest of the session was devoted to 
routine business which included the ag. 
ceptance of the resignation of four mem. 
bers. 

The report of the treasurer showed the 
club to be in an excellent financial cop. 
dition. Retiring President Sommer fe. 
ported for the beefsteak dinner commit. 
tee which he had appointed. The beef. 
steak dinner was held on Tuesday, Jan, 
24th, at the Hotel Warwick. 


George Morrison Resigns Position 


MERIDEN, Conn.—George Morrison, 


‘sales and advertising manager of the Wm, 


Rogers & Son Division of International 
Silver Co., resigned his position Jan. 1, 

He has been with the International 
Silver Co. for eight years and previously 
was advertising manager of the Miller 
Lock Co., Philadelphia. 

Future plans have not yet been an- 
nounced. 


Wm. J. McQuillin 


William J. McQuillin, for over 40 years 
prominent in the jewelry trade, passed 
away Dec. 30 at his home, 3735 85th St, 
Jackson Heights, L. I., where the funeral 
services were held Jan. 1. The remains 
were interred in Greenwood Cemetery. 

Mr. McQuillin, who was widely known 
in the manufacturing and importing trades 
of the east, was born at Cape Breton, 
Nova Scotia, Feb. 4, 1869. After grad- 
uating from high school at Paterson, N. J., 
he came to New York when 18 years old 
and entered the jewelry trade. He was 
connected with the firm of Hodenpyl & 
Son, then prominent gem importers for 
many years, later was a member of the 
importing firm of Mount & Woodhull and 
10 years ago became associated with 
Jacob Mehrlust, 6 W. 48th St., for whom 
he was western representative at the time 
of his death. 

Deceased was widely known as a dia- 
mond expert and held the admiration and 
respect of all who knew him for his abil- 
ity and his many fine qualities. He was a 
member of the Masonic Fraternity, of the 
Jewelers 24 Karat Club of New York, of 
the Traveling Jewelers’ Association and 
of the Brotherhood of Traveling Jewelers, 
in which last organization he had been a 
director. Surviving are his widow, Mrs. 
Emie M. McQuillin, and a daughter, 
Beatrice. 


William Guthrie Frasier, Jr., the son 
of William G. Frasier of Durham, N. C,, 
former president of the American Na- 
tional Retail Jewelers Association, was 
married on January 10 at Holy Innocents 
Church, Anderson, N. C., to Miss Emily 
Blanche Bass, daughter of Dr. and Mrs. 
Harris Hartwell Bass of that place. 
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Gutmann & Sons Stock Sold at 
Auction 

CincINNATI, OHIO, Jan. 10—All of the 
remaining stock of the former L. Gutmann 
& Sons, wholesale jewelers, and the estate 
of the late David J. Gutmann, went under 
the auctioneer’s hammer beginning Mon- 
day. The sale started at the Ben 
Schneider Jewelry Co., 1411 Vine St., and 
will continue each afternoon and night 
until it is sold out. The stock includes 
practically everything manufactured in 
the jewelry line. 


Settles Duty on Leather Hand Bags 
Set With Watches 


WASHINGTON, D. C., Jan. 12.—The 
United States Court of Customs & Patent 
Appeals has reversed a decision of the 
Customs Court holding that a watch 
on a handbag is dutiable together as 
products of leather, in the case of the 
United States against the John Wana- 
makers store of Philadelphia. 

Women’s leather hand bags having 
watches set in one corner were assessed 
as though the bag and the watch were 
separate articles. The importer protested 
that they should be treated as entireties, 
and are properly dutiable as articles in 
chief value of leather. The United States 
Customs Court sustained the protest but 
the Court of Appeals reversed this judg- 
ment. 


Royal Russian Treasures Shown to 
New York 


The New York public was given an 
opportunity to view a large number of 
the treasures of the Romanoff family last 
month at an exhibition held in the Geor- 
gian Room at Lord & Taylors, 38th St. 
& Fifth Ave. This was in the form of a 
collection made by Dr. Armand Hammer 
who spent 10 years in Russia after the 
fall of the dynasty, and made a collection 
of the personal treasures of the Czar’s 
family which include not only numerous 
ikons, jeweled and otherwise; snuff boxes 
and jeweled ornaments as well as objets 
de vertu and embroideries. 

The ikons date back to the 14th cen- 
tury and were so many and various as 
to have a special section for their display, 
the collection in all numbering over 300 
items. 

Among the articles most interesting to 
the jewelers were the snuff box of the 
Emperor Alexander II, which is of gold 
encrusted in diamonds bearing his mono- 
gram in the lid, and an ikon presented 
by the Empress Catherine the Great to 
her son, Paul I, in which the nimbus 
around the head of Christ is a solid mass 
of precious stones, including 128 dia- 
monds. 

Several Easter eggs presented to mem- 
bers of the families of the different 
Czars, studed with diamonds and precious 
stones, were in the collection. One of 
these eggs which is most lavishly jeweled 
was a gift from the last of the Czars to 
the Dowager Empress. It unfolds in the 
form of a small screen, each panel being 
decorated with a miniature panel of one 
of the Empress’s many castles. Another 
of these eggs is of lapis lazuli covered 
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with an elaborate gold filigree. This is 
lavishly jeweled and set with a square 
flat diamond into which has been cut 
the monogram of the Empress. When 
opened this egg contains a double eagle 
set with diamonds and a miniature por- 
trait of the Czarevitch. The eggs were 
the work of court jeweler Faberge. 


Brotherhood of Traveling Jewelers and 
Traveling Jewelers Association 
to Merge 


The annual convention of the Brother- 
hood of Traveling Jewelers is always an 


eee as 


ae 


G. H. Niemeyer, president 


important event in the jewelry industry, 
but the meeting held Jan. 7th at the New 
York Athletic Club was unusual in many 
ways and brought together the greatest 
assembly of members in years. About 200 
of the 400 members of the Brotherhood 
participated in the proceedings. 

The most important feature was the 
discussion of the proposition to combine 
into one organization the Brotherhood and 
the Traveling Jewelers Association which 
has really been an affiliate of the former 
organization since it was started, and 
which holds its annual meeting at the 
same time and place. Favorable action 
was taken on the report of the special 
committee of the two bodies recommend- 
ing consolidation and the actual merger 
will take place after future meetings of 
the two associations that will comply with 
the legal technicalities required. 

Members of the Brotherhood and of 
the Traveling Jewelers Association at 
their meetings Jan. 7 then both elected 
the same set of officers, viz: President, 
Gustav H. Niemeyer; vice-president, Al- 
fred Reeves and _ secretary-treasurer, 
Knowlton D. Read. To the executive 
committee were elected: William A. 
Brown, Roland S. Condit, who will serve 
with Daniel Price, whose term expires 
next year, Mr. Brown being the chair- 
man of the committee. ; 

The rest of the time was spent receiv- 
ing the reports of officials, committees and 
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routine business, the report of the treas- 
urer showing the Brotherhood to be in an 
excellent financial condition. 

Following the meetings of the two as- 
sociations, refreshments were served and 
the members held a “get-together” social 
which was heartily enjoyed by all who 
attended. 


Death of Emanuel M. Gattle 
The sudden death of Emanuel M. 


' Gattle, the head of the firm of E. M. 


Gattle & Co., for nearly half a century 
one of the leading retail jewelers of New 
York, caused profound regret in the in- 
dustry. Although Mr. Gattle was in his 
75th year, he was not known by his 
friends to have been ailing until they 
received the news that he had passed 
away at his home in the Hotel Westover, 
253 West 72nd St., Jan. 1. 

Deceased was born in Plattsburg, 
N. Y., Dec. 11, 1858, and, after receiv- 
ing his education in that place, came to 
the metropolis in 1877. Four years later 
he opened a jewelry store at Broadway 
and 27th St. and built up one of the 
most successful retail businesses in the 
city. Among his early clients were some 
of the most prominent people of the stage 
and musical circles, and he enlarged his 
clientele when he moved his business to 
a building he erected at 420 Fifth Ave. 
However, the business grew, and later 
on he moved his store to 630 Fifth Ave., 
opposite St. Patrick’s Cathedral, trans- 
ferring in 1926 to its present location at 
No. 703 in the St. Regis Hotel. 

Mr. Gattle was active in movements 
both within and without the jewelry 
trade, and was particularly interested 
in eleemosynary and charitable work. He 
was one of the founders of the Hospital 
for Joint Diseases at Madison Ave. and 
124th St., and served as its president for 
15 years. In his will he left bequests to 
this and 25 other institutions in memory 
of his late daughter, Bessie Gattle. 

Outside of business, Mr. Gattle’s chief 
diversion was bridge. He was a mem- 
ber of the New York Bridge Whist Club, 
New York Democratic Club and the New 
York Rotary Club. 

Surviving are his widow, the former 
Miss Caroline Adelsberger, and a 
brother, Benjamin Gattle, associated with 
him in the jewelry business. 

Funeral services held Jan. 3d in the 
Temple Israel were largely attended. 
The remains were later interred in Mount 
Hope Cemetery. 





Jonas Wise 


CINCINNATI, OHI0.—Jonas Wise, 75, one 
of the founders of Frohman & Co., whole- 
sale jewelers on East 4th St., died at the 
Jewish hospital Jan. 7, following an ill- 
ness of six weeks. Funeral services were 
held Jan. 9 with burial in Walnut Hills 
Cemetery. 

Mr. Wise with his half brother, Jacob 
Frohman, and B. S. Neuman founded the 
Frohman concern 65 years ago, but he 
had not been active in the business- for 
10 years. Deceased was a member of 
the Mystic Shrine and Knights of Pythias 
and took an active part in the local B’Nai 
B’rith. 











: WHERE TO BUY 





BENNETT 


FOR 


EARWIRES 


Largest Selection 
in the Trade 


T. S. BENNETT FINDINGS CO., INC. 
161 Dorrance St. Providence, R. I. 





“BEST BY TEST” 

ALLOYS — GOLD SOLDERS 
PLATINUM SOLDERS 
Refining of Precious Metals 
CLINTON REFINING CO., INC. 
NEWARK, N. J. 

91-93 E. Kinney St. Tel. Market 2-5176 














A BETTER LIQUID SILVER POLISH 


Give your customers the best 


Non-poisonous : Non-Inflammable, contains no 
abrasives. Free sales aids. Samples on request. 


Sold thru Jewelers only. 


BUR-MER, Ine. 448 Cutler Bldg. 
Rochester, N. Y. 
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BRACELET PATENTED 


C.A. MARS 


ATTLEBORO, MASS. 


& CO. 
INC. 








IN THE JEWELERS' CIRCULAR, 
buyers and sellers in the jewelry and 
allied trades meet once every month. 
Here the key men obtain regular re- 
ports of Management, Distribution, 
Style, etc. Here they seek facts 
about various products, and ideas 
that will help to contribute to a 
better sales and profit picture. 


. That is what JEWELERS' CIRCU- 
LAR readers want to know. They are 
the men who specify and buy, and 
they are the men with whom you 
want to maintain your contact. 














PROVIDENCE: 


Happenings in the New England Territory 


Wendell L. Phinney has been engaged 
to cover the eastern territory of the 
Strathmore Co., 230 Eddy St., formerly 
covered by the late A. Leo Kilkenny. 


The corporate name of Schwarzkopf & 
Walker, Inc. manufacturing jewelers, 
227 Eddy St., has been changed to the 
Walker Jewelry Co., Inc. 

The B. & R. Mfg. Co., manufacturing 
jewelers, 36 Broadway, has changed its 
capital from $12,500 to 100 shares of com- 
mon stock of no par value. 

“Phases of Finger Ring History” was 
the subject of an interesting talk given 
by Elizabeth Temple Casey in the course 
of Gallery Lectures at the Rhode Island 
School of Design, Jan.15. 

C. A. Marsh & Co., Inc., Attleboro, 
have received notification from Wash- 
ington, D. C., that they have been granted 
a patent on a bracelet. This bracelet is 
being sold to the trade under the name of 
the Tongue-Tyed Bracelet. 

T. Clyde Foster, president; John J. 
King, vice-president, and Edward G. 
Fletcher, secretary and treasurer, are 
officers of the King Razor Co., which has 
been incorporated for the manufacture 
of a safety razor, invented by Mr. King 
in Providence. 

At the inaugural of city officers at At- 
tleboro on Jan. 6, James V. Toner of 
Saart Bros. Co., Stephen H. Garner of 
Leach & Garner Co., Joseph F. Rioux of 
the Bliss Bros. Co., and Thomas G. Sadler 
of the Sadler Co., all manufacturing 
jewelers, were sworn in as members of 
the city government. 


The Distributors, Inc., of Pawtucket 
has been incorporated under the laws of 
Rhode Island to deal in novelties with an 
authorized capital of 100 shares of com- 
mon stock of no par value. The incor- 
porators are E. Grant Howard of 128 
Shirley Boulevard, Auburn, R. I., and 
Eugene Gilmartin and William A. Toole. 


Helen Grand of 857 S. 17th St., New- 
ark, N. J., and Florence Lipnick and Tillie 
Saling are the incorporators of the East- 
ern Jewelry Mfg. Co., Inc., that has been 
granted a charter under the laws of 
Rhode Island, to be located in Providence. 
The authorized capital stock is $5,000, con- 
sisting of 200 shares of common stock of 
$25 each. 


The Goldstein-Poland Co., Inc., is the 
style of a manufacturing jewelry concern 
that has been granted a charter to lo- 
cate at Providence with an authorized 
capital of 400 shares of common stock 
without par value. The incorporators 
are: James J. Poland of 257 Niagara St. 
and Jules P. Goldstein and Virginia A. 
McGee. 


A new and important sales policy for 
the distribution of their “Victoriana” line 
was inaugurated by the Waite-Thresher 
Corp., January 1, when its product was 
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sold direct to the retail trade rather than 
through the wholesaler, as had been done 
in the past. The concern has added to 
its sales force George L. Swett, formerly 
with Simpson, Hall & Miller Co., and 
the Thomae Co. Mr. Swett covers the 
retail trade in the eastern territory. Mr, 
Peck will continue his regular mid-west- 
ern territory, and Mr. Paulson will here. 
after cover the northwestern and south- 
ern territory for the firm. 


Setrak Asadorian, who was associated 
with the A. B. Mfg. Co., manufacturing 
jewelers at 183 Eddy St., Providence, 
R. I, for a number of years, died Friday, 
Jan. 13, at his home, 1001 Narragansett 
Ave., at the age of 36 years. The funeral 
was held Jan. 14 from the Armenian 
Apostolic Church of Providence. Born 
in Harpoot, Armenia, Mr. Asadorian 
came to this country at an early age and 
was educated in the public schools here. 
After working for some time at the bench 
he became associated with several rela- 
tives in the establishing of the A. B. Mfg, 
Co. He is survived by his widow, a 
daughter, four brothers and a sister, all 
of this city. 


The annual meeting of the New Eng- 
land Directors of the National Jewelers’ 
Board of Trade was held at the Provi- 
dence office, Jan. 9, with Honorary Vice- 
President Ernest L. Fuller presiding. The 
report of J. Robert Sweet, manager of 
the New England District, was _ read, 
summarizing the activities and condi- 
tions of the district during the past year. 
Two directors were recommended for 
election, Max Elkon of Boston and Rich- 
ard F. Crawford of the Watson Co., 
Attleboro. A nominating committee to 
present directors for election at the next 
annual meeting was appointed, consisting 
of Raymond L. Wells of Attleboro, Edgar 
Brunschwig of Providence and Max AIl- 
berts of Boston. 


The 45th annual reception and ban- 
quet of the New England Manufacturing 
Jewelers’ and Silversmiths’ Association 
will be held the latter part of next month 
and plans are already well under way 
for the occasion. The following com- 
mittee has the matter in hand: Chairman, 
William Gow of the D. M. Watkins Co.; 
Harold Andrews of the General Plate 
Co.; Earl H. Ashley of Hoffer-Ashley, 
Inc.; Dean Baker of the Attleboro Re- 
fining Co.; Frank Budlong of the Wil- 
liam C. Greene Co.; Edward H. Cum- 
mings of the General Chain Co.; Max 
Kestenman of the Kestenman Bros. Mfg. 
Co.; William G. Lind of the T. W. Lind 
Co.; William A. Ormsbee of the Taunton 
Pearl Works; Sturgis C. Rice of the 
Whiting & Davis Co.; G. Leon Silver- 
man of Silverman Bros.; Samuel M. 
Stone, Jr., of Baer & Wilde Co.; Vincent 
Sorrectino of the Uncas Mfg. Co. and 
Joseph H. Lancor of the Lancor Mfg. Co. 
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NEW YORK: 


Jewelry News of the Metropolitan District 


The Barnes Jewelry Co. Inc. has 
leased space at 542-44 Fifth Ave. 


Clarence Chaunard, a jeweler, has 
leased a store at 1386 Sixth Ave. 


Alex V. Denniston has severed his con- 
nection with Schanfein & Tamis, 36 W. 


47th St. 

Fera & Kadison, Inc., cutters of dia- 
monds announce their removal to 551 
Fifth Ave. 

Albert Bookbinder will, as before, con- 
tinue to represent Barrasso & Blasi, Inc., 
31 Governor St., Newark, N. J. 

A mass meeting of all jewelry workers 
of Greater New York was called for 
Thursday, Jan. 19, at 125 W. 45th Street. 


L. J. Berhardt has opened a jewelry 
store at 17 Whitney Pl., in the Ampere 
Section of East Orange, N. J. 


Hayden W. Wheeler & Co., Inc., an- 
nounce the removal of their offices to 
551 Fifth Ave., corner of 45th St. 


Klebanoff & Grossman moved on Jan. 
23 from 96 Spring St., to new quarters 
at 102 Fulton St. 


Bernard Landau, 527 Fifth Ave., has 
sailed for the Orient where he will visit 
the pearl and gem markets of India and 
Ceylon. 


It has been decided that the annual 
winter gathering of the Maiden Lane Out- 
ing Club which was scheduled for February 
21 will not be held this year. 

Louis Markowitz, for the past 12 years 
representing New Diamond Pen Point Co., 
is now representing the Townsend Pen 
Co., 38 E. 29th St. 


David Barzilay, for many years man- 
ager and foreman of the cutting works of 
L. & M. Kahn & Co., is now located at 
64 W. 48th St., prepared to do expert dia- 
mond cutting and repairing for the trade. 

Jacob Rothschild & Co., importers of 
diamonds and manufacturers of diamond 
mountings, have moved from 1270 Broad- 
way to the Martinique Hotel, Broadway 
and 32nd St. 


Eduard Van Dam, Inc., diamond cut- 
ters, 475 Fifth Ave., announce the re- 
moval of the Amsterdam, Holland, head- 
quarters from 49 Ruysdaelstraat to 2 
Tulpstraat. 


Henry Miller of Miller & Veit, 48 W. 
48th St., sailed on the S. S. Manhattan, 
Dec. 29, to visit the diamond markets of 
Amsterdam and Antwerp in the interests 
of his concern. He will be gone about 
six weeks. 


A. Kranish of the Windsor Leather 
Goods Co., 10 West 37th St., has just re- 
turned from his annual survey of the 
leather goods market in England, bringing 
back with him a variety of new ideas in 
merchandise for the promotion of leather 
goods sales. 
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The old jewelry business founded by 
Mrs. T. Lynch and later continued by a 
son, William P., under the name of Mrs. 
T. Lynch’s Son, has been taken over by 
Edward A. Zimmerman who has been 
connected with the concern. Mr. Zimmer- 
man is now continuing it at 578 Madison 
Ave., under his own name as successors. 


L. G. Sachs, representing the Evkob 
Watch Co., 49 Maiden Lane, left New 
York about Jan. 10 to cover his terri- 
tory in New York state and the central 
west. Wm. Rothschild left about the 
same time for the southwestern territory. 
Jacob Goldberg will visit the trade in 
New York City and vicinity and parts of 
the central south. 


The annual meeting of the Jewelers 
Fraternal Association and the election of 
officers for the ensuing year has been 
called for March 9 at 1.30 P.M. The 
meeting will probably be held at the 
rooms of the Jewelers 24 Karat Club, 15 
Maiden Lane, but further details will be 
sent to members before the gathering 
takes place. 


A lone gunman on Jan. 9 commanded 
Joseph McKidle to raise his hands in the 
Broadway Jewelry Co., 2661 Broadway, 
at 103rd St., but the clerk refused. He 
tried to disarm the intruder and was 
struck on the head with the gun. The 
robber fled with the injured clerk at- 
tempting to follow. 


The business of S. Bruner, Inc., for- 
merly at 154 West 14th St., has been 
taken over by Saul Ritter of the old 
concern and Marvin J. Bruner, son of 
the late S. Bruner, and is now being 
continued under the name of Bruner, 
Ritter, Inc., at 350 Hudson St. The 
concern will continue to manufacture 
watch attachments and watch cases. 


A match thrown by a careless passerby 
through the grating of a cellar window is 
believed to have caused the fire at 6.25 
a.m. recently in the cellar of the Howard 
Jewelry Co., 191 Market St., Newark, 
N. J. The blaze which attracted a crowd 
from the Four Corners nearby was ex- 
tinguished by firemen who forced the 
alarm-wired doors. 


S. Bernard of the Bernard Time Serv- 
ice, 516 Fifth Ave. reports that members 
of Timeology Fellowship will visit the 
following places during February: Feb. 4, 
Rockefeller - Dunbar Cooperative Com- 
munity; Feb. 11, Riverside Church; Feb. 
18, New York Museum of Science and 
Industry and Feb. 25, New York Edison 
Company. 


William F. Taubel, former executive of 
the Keystone Watch Case Co., died recently 
in Bloomfield, N. J. Mr. Taubel, who was 

(Turn to page 51) 
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De FRECE BERNSTEIN, Inc. 
48 West 48th St. New York 
BRyant 9-0283 
Everything in Swiss Watches 
Enamel! Cigarette Case with Watch 
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EMBLEMS 


SINNOCK & SHERRILL 
15 Maiden Lane New York 





M. J. STERN & BRO. 


61 Beekman St., New York 


stands for SPECIALISTS in Making JEWELRY 
on ORDER, also REPAIRING in ALL its 
BRANCHES. Estab. 1910. 








UNBREAKABLE CRYSTALS 


Fancy—Round Flat—Round Lentille 
ALL SIZES—ALL SHAPES 


STANDARD 
UNBREAKABLE WATCH CRYSTALS, INC. 
75 Varick St., New York, N. Y. 














HAMILTON ILLINOIS ELGIN WALTHAM 
American Watch Distributors 
207 Commerce Building 15 Maiden Lane 


Rochester, N. Y. New York, N. Y. 
WRITE FOR CATALOGUE 





WATCH 
DIALS: ano crock 
REFINISHED LIKE NEW 


HIGH GRADE EUROPEAN METHOD 
24 Hour Service 


Write for Price List 


neve. DIAL & Rar ween co. 
Nassau St., New York, 


SUPERLOID 


UNBREAKABLE WATCH CRYSTALS 


No Cement 
Will not Shrink 
Will not Discolor 
Stays Crystal Clear 
Keeps Dial Free from Dust 


Retails for $1.50. We do the fitting 
and return your case in 24 hours. 


CONOVER & QUAYLE, Inc. 
10 Maiden Lane New York 

















CHINESE GEMS CO. 


JADE 
Rosequartz Turquoise 
Amethyst Lapis 
Carnelian Crystals 





Stone Ornaments for Lamp Bases 
20 West 47th St., New York 






































including one or 
more chapters, cover: 


GEM-STONES 


By G. F. HERBERT SMITH 


An Interesting, Authoritative Book 


Comprising 40 chapters and many 
diagrams, plates and tables by an out- 
standing authority. Over 300 pages. 


Here is a comprehensive book on GEM-STONES both 
for the Jeweler and the Connoisseur, written by an As- 
sistant Secretary of the British Museum, giving not only 
the characteristics of the various stones, but their histories 
and technologies. 


The present fourth edition is completely up-to-date. It 


THE CHARACTERS OF GEM-STONES 
THE TECHNOLOGY OF GEM-STONES 
PRECIOUS STONES 
SEMI-PRECIOUS STONES 
ORNAMENTAL STONES 
ORGANIC PRODUCTS 


furnishes the jeweler and his clerks with a background 
and appreciation of the various commercial stones that will’ 
make their contacts with customers more effective. 


Price $3.00. Orders promptly filled. 





Watchmakers, 
ATTENTION! 


Would you like to have a complete course in 
ADJUSTING by an authority in this inter- 
esting subject? Theo. Gribi gives an ex- 
haustive treatment of the governing laws and 
the most practical methods in his book, 
“PRACTICAL COURSE IN ADJUST. 
ING.” Over 200 pages including many plates, 
tables, and charts. Invaluable information. A 
complete coverage of the subject by a master 
workman—practical rather than purely tech- 
nical. 


Convenient size, nicely bound. Price $1.50. 





Jewelry Repairmen, 
send for this 
important handbook 


The Jewelry Repairer’s 
Handbook 


By John G. Replinger 


Gives a complete explanation of the methods em- 
ployed in the large up-to-date repair shops—in- 
cluding chapters on Tools; Chemicals, Tables and 
Recipes; Assaying; Making Rings; Repairing; 
Stone Setting; Cleaning; Polishing; Finishing, 
etc., etc. 


Includes many valuable time and money-saving methods, 
ideas and recipes. Price, $1.25. 


The Jewelers’ Circular 


239 West 39th Street 
New York, N. Y. 
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70, was at various times also connected 
with the Elgin and Illinois watch com- 
panies in an executive capacity. He was 
interested in charitable work and con- 
tributed to various Riverside organiza- 
tions. 

At the annual meeting of the Diamond 
Dealers Club, Inc., 80 Nassau St., held 
Dec. 28, the following officers were 
elected: President, J. Dehan; vice-presi- 
dent, Sol Brandes; secretary, A. Wiener; 
treasurer, H. Sigman. The directors 
chosen are: D. Goldsmith, S. Silverstein, 
J. Milner, A. Kazman, M. Kornreich, S. 
Zachheim, S. Joel, H. G. Freidman, M. 
Jellinek, U. Doppelt and M. Rosenfeld. 


Lambert Bros., Lexington Ave. & 60th 
St, marked the 50th aniversary of the 
founding of the business on Jan. 7, No 
special ceremony was held but many old 
customers visited the store which since 
June 6, 1930, has occupied its own build- 
ing and is headed by Victor A. Lambert, 
president, and Henry L. Lambert, vice- 
president, whose father, August V. Lam- 
bert, died May 29, 1930. 


Two young holdup men entered the 
jewelry store of Samuel Meyerson, 43 
Third Ave., recently, and after beating 
him severely over the head for not com- 
plying quickly with their demand to put 
up his hands, were captured in the store 
by Patrolman Jeremiah Buckley. Both 
thugs were charged with felonious as- 
sault, robbery and violation of the Sulli- 
van Law. Meyerson, who is 50 years 
old, was taken to Bellevue. 


The stock of Omega watch materials 
and repair parts, formerly carried by 
J. R. Wood & Sons, at their New York 
office, has been transferred to Conover & 
Quayle, exclusive material jobbers, 10 
Maiden Lane. This action on the part of 
J. R. Wood & Sons is in line with their 
policy of a better service to the retail 
jeweler. Conover & Quayle are now in 
a position to render a complete material 
and repair service on all Omega watches. 


David P. Solomon, president of the 
Hallmark Co., Inc., 16 E. 40th St., is in 
this city from Europe and will remain 
here for several months. He will be glad 
to greet any of his friends and members 
of the organization at his offices. The 
salesmen of the company have started on 
their trips throughout the East and Mid- 
dle West with their lines of men’s and 
women’s watches. 


“Modern Plastics” was the topic for 
discussion at a luncheon attended by many 
representatives of the jewelry trade held 
Jan. 23 at the Hotel White, Lexington 
Ave. & 37th St. The luncheon was under 
the auspices of the National Alliance of 
Art and Industry, the chairman being 
James L. Rodgers, Jr., president of To- 
ledo Synthetic Products, Inc. The 
speeches were on the subject of importance 
of plastics in modern industry. 


Jewelry of considerable value was 
stolen from the jewelry store of Samuel 
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Cooper, 698 Broadway, Bayonne, N. J. 
some time during the night recently. Cooper 
made the discovery when he opened his 
store for business the next morning. The 
thieves, who gained entrance by breaking 
a plate glass panel of the front door, ran- 
sacked all of the show cases and trays 
of jewelry including watches, rings and 
valuable ornaments. 


The exhibits of the New York Lamp 
Show at the Hotel New Yorker and the 
New York Gift Show at the Hotel Penn- 
sylvania sponsored by George F. Little, 
attracted a large number of out of town 
buyers to this city to inspect spring lines. 
Simultaneous dates were arranged, ac- 
cording to Mr. Little, for the convenience 
of stores which have one buyer for both 
types of merchandise. At the Lamp Show, 
particular interest was shown in the wide 
variety of lamps styled along modernistic 
lines. 


A copy of the will of Charles E. Du 
Bois, who was a New York jeweler, and 
documents bearing on the probate of the 
will in Norfolk County, Mass., have been 
filed with the Surrogate in White Plains, 
N. Y. The will bequeaths all of the de- 
cedent’s possessions to his mother, Mrs. 
Cecile Du Bois, 448 W. 29th St. No es- 
timate of the estate was filed. Du Bois 
committed suicide on Sept. 16 in Massa- 
chusetts two days after his wife had been 
murdered and buried in concrete in the 
cellar of her home. 


Israel April presented a Christmas gift 
to himself and it saved him from being 
robbed recently. He installed a burglar 
alarm in his jewelry store at 731 Nos- 
trand Ave., Brooklyn. He placed a loud- 
speaker over the entrance to the store 
and to the speaker attached a sign read- 
ing, “When I Blow I Am Being Robbed. 
Help. Police.’ He had a chance to test 
the alarm when two young men walked 
into the establishment and drew revolvers. 
They told the proprietor to throw up 
his hands. April stepped on a button and 
the siren began its din. ‘The robbers fled. 


D. Paul Manship, of New York has been 
selected to design the inaugural medals, 
Robert W. Wooley, chairman of the medals 
committee of the Inaugural Committee, an- 
nounced Jan. 11; designs are to be com- 
pleted by Feb. 12 and the medals are to be 
cast at the Philadelphia mint. These will 
include two gold medals, one each for 
President-elect Roosevelt and Vice-Presi- 
dent-elect Garner; 10 silver medals, one 
for each member of the new Cabinet, and 
2,500 bronze reproductions which will be 
for sale. 


Samuel Schwartz, a retired pawnbroker 
and jeweler, who was known for 40 years 
as the “Uncle Sam of the East Side,” died 
recently at Doctors Hospital, 170 East 
End Ave. He was 65 years old. Since 
his retirement he had lived in the Marcy 
Hotel, 720 West End Ave. Mr. Schwartz 
was born in Jassy, Rumania, and came 
to this country 40 years ago. With the 
little money he was able to raise or bor- 
row from immigrant friends who had 
known him in Rumania, he bought a small 
stock of jewelry and peddled it. In time 
he bought a jewelry shop at 95 Forsyth 
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WHERE TO BUY 














HAIRSPRINGS 
» are ome equipped to take care of 
all your hairspring work PROPER 
HAIRSPRING — EXACT TIMING. 
AMERICAN & SWISS HAIR- 
SPRINGS VIBRATED a 
6’’ te 18 s. FLAT...... $ 
Ree Ue = s«’” to 18 8. BREGUET..$ 1.25 
Just ye “BALANCE WHEEL & BALANCE BRIDGE 
also STUD and COLLET to the 
SWISS HAIRSPRING SERVICE, Inc. 
116 Nassau Street, New York City 








William T. Schneider 


American 


Watches at Wholesale 
2 Maiden Lane, New York 





KRONER, HYMAN & CO., Inc. 
JOBBING STONES 


Engraving, Encrusting 
Lapidary Work 











80 Nassau St. New York City 
FOR SPECIAL ORDER 
LIEB WORK IN STERLING 
“If You Cannot Buy It, We 
Will Make It” 


LIEBS SILVER CO. 
36 W. 47th St. New York 








CULTURED PEARLS 
S. NATHAN & CO., INC. 


Importers of Precious Stones 
71 Nassau St. New York 











DIALS 


RE Fe RADIUM and PLAIN FIGURES 
: 4 OLD Dials Refinished Like New 


Orders filled same day 


U. S. WATCH DIAL CORP. 
66 Nassau St. New York 






LS 





MEYER KOVLISH Co.Inc 





HIGH GRADE CALIBRE AND 
DIAMOND WEDDING RINGS 


EXCLUSIVELY 





64 FULTON ST..NEW YoRK 





Send us your OLD GOLD, SILVER, 
PLATINUM, GOLD - FILLED 
CASES, OPTICAL SCRAP, ETC. 


Prompt and accurate 
returns Guaranteed 
Generations of Service 


N. L. SHTEINSHLEIFER, 
Smelter & Refiner 








78 Bowery, New York City 








PEARLS 


Cultured Pearl Necklaces 
Artificial Pearl Necklaces 
Pearl Watch Bracelets, Clasps & Earrings 


JACK J. FELSENFELD 


15 MAIDEN LANE NEW YORK 
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WHERE TO BUY 
CHINA. and 
GLASS 











ROYAL DOULTON 


English Bone China and Earthenware | 


THOS. WEBB & SONS 
Hand made English Crystal 


IRISH BELLEEK 
The original production 


WM. 8. PITCAIRN CORPORATION 
104 Fifth Ave. New York, N. Y. 


FINE & CHINA 
Froverooods, 


Famous the World Over 
Available from New York Stocks 








ROSENTHAL CHINA CORP., 149 Sth Ave., New York 





BACCARAT ccisswane QUALITY 


Chinaware for Jewelers. Novelties. 
All in stock for immediate delivery. 


Paul A. Straub & Co., Importers 
New York 


105-107 Fifth Ave. 








FINE CRYSTAL, CHINA 
and ART WARES 
from the best European sources 
A wonderful variety, in stock 
KOSCHERAK BROS., INC. 
129-131 Fifth Ave., New York 











ROYAL BEYREUTH CHINA 
MYOTT SON & CO. 
L. BERNARDAUD & CO. 


Orders filled tmmediately from 
New York stock 


JUSTIN THARAUD, INC. 
129-131 Fifth Ave., New York, N. Y. 





Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
160 Fifth Avenue, New York City 











DRESDNER ART DECORATIONS 


DINNER WARE 





SCHUMANN CHINA CORP. 
14 West 23rd Street New York, N. Y 


JEWELERS' CIRCULAR 
READERS 


want to know. They are the men who 
specify and buy, and they are the men 
with whom you want to maintain your 








contact. 
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St. A few years before the World War, 
he established a pawnbroking concern at 
229 Grand St., and in 1918, he turned 
over the pawnbroking business to his sons 
while he took over the Archibald Realty 
Co. He retired a year afterward. 

Abe S. Wewirtz has become associated 
with Alex Osborne & Co., Inc., 125 Canal 
St., in the manufacture of fine platinum 
mountings and will soon call on his trade 
in this city. 

Advertising Men’s Post, 209, of the 
American Legion announced last month 
that it had opened headquarters on the 
8th floor of the Graybar Bldg., for the 
purpose of receiving donations of old 
jewelry, rings, watches, etc., which will 
be melted down and the proceeds given 
to the Emergency Unemployment Relief 
Committee or if the owner is in need, to 
the people owning the gold. Frederick 
D. Brown, silversmith of 607 Fifth Ave., 
who is one of a committee of 11 in charge 
of this work, announced that the arrange- 
ments have been able to cooperate in 
the project with the Boy Scouts, Y.M.C.A., 
the Salvation Army, the Red Cross and 
other welfare organizations. The com- 
mittee, it is said, will also handle jewelry 
collected by local or out-of-town organiza- 
tions, attend to the melting and have the 
proceeds turned over to those who col- 
lected it. 

The watch exhibition being held by 
Theo. A. Kohn & Son, 608 Fifth Ave., 
is both interesting and instructive. It 
opened Jan. 9 and will be continued 
until Feb. 18. One feature is the watch- 
making talks to children each Saturday 
afternoon by Herr Richard Ensinger, for 


| more than 25 years watchmaker to the 


concern. From behind a little table, set 
up specially for him in the entrance salon, 
Herr Ensinger illustrates his words with 
the use of his tools on real parts of 
watches. The exhibit includes antique 
watches from the collections of Major 
Paul Chamberlain and Leo Elwyn & Co., 
antique movements from the collection of 
Albert M. Kohn, modern watches and 
desk clock loaned by the Omega Watch 
Co., an unfinished hand-carved clock 
loaned by Siegfried Hyman, and many 
other exhibits. The setting of this exhi- 
bition consists of rare printed cottons 
from the collection of Agnes J. Holden, 
of this city. 

The annual meeting of the National 
Jewelers Board of Trade which was to 
have been held at the rooms of the As- 
sociation, 22 W. 48th St., Jan. 19, was 
postponed as a result of the action of a 
special meeting of the Board of Directors 
held Jan. 11. At this special meeting the 
directors authorized a call for a general 
meeting of the entire membership of the 
Board to determine the future activity 
of the organization in the light of the 
present economic condition of the trade. 
As a result, this special meeting was called 
for Jan. 30 at 2.30 p. m. and takes place 
after the present issue of THE JEWELERS’ 
CIRCULAR has gone to press. This meet- 
ing is to hear and consider the reports 
and recommendations of the officers and 
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directors and to permit the members to 
determine whether the Board shall con- 
tinue, suspend or merge its service with 
another association. The annual meeting 
and the special meeting are to be held at 
the same time and place. A full report of 
the proceedings of these meetings will ap- 
pear in the next issue of THe Jeweer’s 
CIRCULAR. 


Columbia University has again an- 
nounced its courses in gems and precious 
stones in the Extension Department begin- 
ning Feb. 13 and extending to May 22, 
This, an evening course of the Department 
of Geography, Geology and Mineralogy, 
is under the instruction of Dr. Philip 
Krieger and will be held Monday even- 
ings at 7 to 9.50 p. m., in Room 104, 
Schermerhorn Extension. The tuition fee 
is $30 and the registration fee, $7. Stu- 


. dents are enrolled at the office of the Reg- 


istrar, Room 315, University Hall, regis- 
tration beginning Feb. 2. This course is 
designed primarily for those engaged in 
the jewelry trade or who specialize in 
gems and who wish to improve their 
knowledge in regard to scientific methods 
employed in the identification of precious 
stones, but the course is designed in such 
a manner that it can be taken by begin- 
ners. 


Sidney W. Straus 


WasHINGTON, D. C., Jan. 9.—The life- 
less body of Sidney William Straus, 52 
years old, president of R. Harris & Co., 
prominent jewelers here, was found lying 
on a bed in his room this morning by his 
wife, Mrs. Alma Prince Straus. Intimate 
friends of the family said Mr. Straus had 
been in ill health recently and had been 
brooding over his condition for the past 
six months. 

Mr. Straus was born in Baltimore on 
Dec. 29, 1880, the son of William and 
Sarah Eiseman Straus. He had been a 
resident of Washington for 27 years and 
for a quarter of a century had been con- 
nected with R. Harris & Co. He had 
been president of the company for about 
18 years, since the death of his father- 
in-law, A. D. Prince. 

Besides Mrs. Straus, the jeweler is sur- 
vived by four daughters. He had no 
other relatives. He was a member of 
the Rotary Club, Congressional Country 
Club and the Woodmont Club. 


The February Cover 


The silverware shown in the table 
setting on the front cover of this issue of 
THE JEWELERS’ CIRCULAR is the Chased 
Florentine pattern of Gorham sterling. 
The Medici tablecloth set of fine Scotch 
linen damask was designed by Bert Elfen- 
bein for Mosse, Inc., Fifth Ave., New 
York. The design embodies the ancient 
traditions of master weavers of Scotland, 
whose forefathers came from Florence, 
Italy, in the 15th Century. The old 
Florentine scroll forms the motif, in rich 
old ivory, with a wide satin border in 
Burgundy red. The pattern woven in 
the tablecloth set is a delightful back- 
ground for the beautiful silverware. The 
photograph is by Dana B. Merrill. 
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Julius Jorgenson 


Julius Jorgenson, 74 years old, head 
of the Julius Jorgenson & Son jewelzy 
firm at 512 Madison Ave., New York, 
died suddenly Dec. 27 in his ninth-floor 
apartment in the Bretton Hall Hotel, 
Broadway and 86th St. 

Mr. Jorgenson was born in Denmark. 
In his youth he went to Canada, where 
he had his schooling. He came to this 
country in the late 80’s and followed his 
trade—a trade in which he had been 
engaged virtually all his life. Before 
opening his store on Madison Avenue, Mr. 
Jorgenson had been in business in the 
vicinity of Broadway and 86th St. for 


many years. 


Alexander Simmons 


With the opening of the year, members 
of the trade were grieved to learn of the 
death of Alexander Simmons, widely 
known as a traveling salesman, who 
passed away at his home, 76th St. & 
Broadway, Dec. 26. Funeral services 
were held Dec. 30, with interment at 
Cypress Hills. 

Mr. Simmons was 53 years old, a 
native of Brooklyn, and for over 20 years 
had represented various jewelry houses, 
among them, Goldsmith, Stern & Co., and 
O. J. Sommers Co. At the time of his 
demise he represented Jules Racine & 
Co., watch importers. He was a widower 
and is survived by a son, two sisters and 
a number of brothers. 


Edmund Glover 


Boston, Jan. 16.—Edmund Glover, for 
many years manager of the Bigelow, Ken- 
nard & Co., Inc., jewelers for more than 
a century in this city, died today at his 
home. Mr. Glover also was clerk of 
the company. 

Mr. Glover was a prominent figure in 
jewelry circles for the best part of a 
quarter of a century, and played a large 
part in club activities. It was almost 
impossible to imagine a social function 
without Mr. Glover, especially the annual 
banquet of the Jewelers’ Club and _ its 
annual spring outing. 

He was born in Squantum in 1860, was 
graduated from the English High School 
in this city and from there entered the 
employ of the company, where he had 
been for the last 52 years. He came 
from an old New England family, first 
settled here in 1634. In 1895 he married 
Maude Souther of Milton. She survives 
him, as also do a daughter and two sons. 


F. A. Harriman 


WATERVILLE, Me.—The funeral of 
Fred A. Harriman, prominent in the 
jewelry business here for the past 43 
years, whose death occurred at the Dal- 
ton St. home, was held at the home 
Dec. 27. 

Mr. Harriman was born in Belfast, 
April 7, 1860, the son of Alonzo J. and 
Mary Jane (Morrison) Harriman. It 
was in June of 1889 that he came to 
Waterville and immediately established 
himself in business. At the time of his 
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death he was the second oldest jeweler 
in point of business in Waterville. 

Besides his widow, he leaves a daugh- 
ter, Miss Flora Myers Harriman, and 
several nephews and nieces. 

His daughter plans to continue the 
business for the present. 

His brother Charles, a jeweler at Bath, 
Me., died of heart trouble Jan. 12. 


E. Hallett 


LINCOLN, Nesr., Jan. 11.—E. Hallett, 94, 
veteran jeweler of Lincoln, died at his 
home, 1626 N., Wednesday at 1.30 p. m. 
In failing health for the past month, he 
was able to converse with members of his 
family until Tuesday. Until his retire- 
ment in February, 1917, he was the oldest 
business man in Lincoln from a stand- 
point of service. He had lived at 1626 N 
62 years. He and Mrs. Hallett celebrated 
their 67th wedding anniversary last Sun- 
day. 


Henry R. Avery 


CLEVELAND, Onlo.—Henry R. Avery, 51, 
prominent in business circles in Cleveland 
for years, died Dec. 23 at his home, 13415 
Shaker Blvd., Shaker Heights, after a long 
illness. 

Mr. Avery was president and general 
manager of the Webb C. Ball Co., with 
which he had been connected for 26 years, 
starting as a salesman in 1906. Later he 
became the firm’s diamond buyer and 
when the company was reorganized in 
1924, he was made president and general 
manager. 

Mr. Avery was born in Reading, Mich., 
in 1880, and received his early education 
in the Concord, Mich., schools. At the 
age of 18, he went to New Haven, Conn., 
to enter the jewelry business. He learned 
his work there and then went to Cin- 
cinnati where he remained one year be- 
fore coming to Cleveland. 

Mrs. Elsie Murray Avery, his widow, 
and two daughters, Mrs. Zara Smith and 
Mrs. Alice Rohrer, survive. 


Norbert Bert! Killed in Automobile 
Accident 


Newark, N. J., Jan. 19—Norbert Bertl, 
owner of a jewelry store in Newark, 
which has been known throughout the 
state for years for its advertising slogan: 
“If you’ve got the girl I’ve got the ring,” 
was knocked down and killed here this 
morning by an automobile. 

Mr. Bertl, who was 65 years old, had 
just stepped from the curb in front of the 
home of his son, Emil A. Bertl, on his 
way to the store when he was struck by 
a car driven by Paul Knistel, of Hillside. 
The jeweler was rushed to Beth Israel 
Hospital, but was dead when he arrived. 
Knistel was arrested on a_ technical 
charge of manslaughter. 

Besides his son Emil, Mr. Bertl’s wife, 
Mrs. Antonia Bertl, and another son, 
Norbert Bertl, Jr., survive. The jeweler 
was born in Vienna and was brought to 
this country when he was two years old. 
His store, at 66 Springfield Ave., has 
been one of the best known establish- 
ments in this city for 34 years. 
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a» This Month’s Special 


Heavy Double-Head 
Genuine Tiger Eye 
Cameo 


Three-Color 
Genuine Double- 
Head Cameo 
or 
Hematite Intaglio 
ORDER NOW 
Terms: Net 30 Days 


GEORGE BLADEN, INC. 


601 Lafayette Bldg., . 
Buffalo, New York 


No, 118, $3.95 
0 tax 








EXCLUSIVELY OURS 


REVOLV- IT 


WATCHES 


NORMAN M. MORRIS 
542 FIFTH AVE. NEW YORK 








Expert Diamond Cutting 

and Repairing for the Trade 
For many years manager and foreman of 
the cutting works of L. & M. Kahn & Co. 


DAVID BARZILAY 
Suite 807 64 West 48th St. 
Tel., Bryant 9-2038 New York City 




















CAN ANYONE | 
AFFORD 


to BE OUT oF 


THE 
JEWELERS’ 
CIRCULAR 


ANY LONGER? 


Tremendous changes are 
taking place in the entire 
Jewelry Industry. How to 
keep in touch with those 
who remain and how to be 
kept in touch with by the \j 
live ones is the all important 
question. 


New leaders— new enter- 
prises—mergers and liquida- 
tions are to be encountered 
on all sides. How can you 
keep in touch with the 
changes? Use the advertis- 
ing pages of THE 
JEWELERS’ CIRCULAR. 


If conditions don’t warrant 
large space at this time, use 
small space but use some- 
thing that will enable you 
to keep your name before 
the trade. 
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Louis Comfort Tiffany 


Louis Comfort Tiffany, noted artist, 
jeweler, craftsman and philanthropist as 
well as pioneer in modern art, passed 
away Jan. 17 at his home, 27 East 72nd 
St., New York, after a short illness with 
pneumonia. He was 84 years old. 

Son of the founder of the great house 
of Tiffany & Co., a director of the con- 
cern for many years and at one time a 
vice-president, it was as an artist and in 
lines outside of jewelry that the deceased 
made his greatest reputation, though he 
had designed some of the most notable 
exhibition pieces ever constructed by 
America’s great jewelry house. He was 
perhaps best known to the public on the 
crafts side, as the head of the great 
Tiffany Studios, which he originally 
founded as the Tiffany Glass & Decorat- 
ing Co., one of whose notable achieve- 
ments being the production, half a century 
ago, of the wonderful Favrile glass, which 
caused a renaissance in that industry. 

Louis Comfort Tiffany was born in 
New York Feb. 18, 1848, the son of 


Charles L. Tiffany, then the leading ° 


jeweler of the country. Early in life 
Louis Tiffany showed a predilection for 
an artistic career and he studied under 
famous men, among them George Inness 
and Samuel Coleman, of New York, and 
Leon Bailly in Paris. Though one of the 
exponents of modern art in the United 
States in painting, in craft work and in 
home decoration, it was some years be- 
fore he received the recognition which 


he deserved. But later this came to him 
from all over the world. While direct- 
ing the famous Tiffany Studios while 
carrying on his art work, he also for some 
years took an active part in the design- 
ing of special pieces for Tiffany & Co., 
but of later years his activity in the jew- 
elry firm had been only that of a director. 

A gold medal was awarded to him and 
he was made Chevalier of the Legion of 
Honor in Paris in 1900. In 1893, at the 
World’s Colombian Exposition in Chi- 
cago, he received 54 medals. Other hon- 
ors included the grand prix at the Paris 
Exposition in 1900 and at St. Petersburg 
the next year; gold medal, Buffalo Expo- 
sition in 1901 and the Dresden Exposi- 
tion the same year; grand prix and spe- 
cial diploma at the Turin Exposition in 
1902; gold medal at the St. Louis Expo- 
sition in 1904 and the Jamestown Expo- 
sition in 1907; grand prize at the Seattle 
Exposition in 1909, and gold medal at the 
Panama Exposition in 1915 and at the 
Sesquicentennial Exposition at Philadel- 
phia in 1926. 

In 1919 he established the Louis Com- 
fort Tiffany Foundation for art students 
at Oyster Bay and deeded to it his entire 
collection of paintings, glass and other 
art objects together with a fund of $1,000,- 
000, the income from which is used to 
maintain the institution. Mr. Tiffany 
gave his Oyster Bay home, Laurelton 
Hall, to the foundation, together with 80 
acres of land. 

Mr. Tiffany was married twice; first to 
Miss Mary W. Goddard on May 15, 1872, 





and two years after her death, in 1834 
to Miss Louise Wakeman Knox, whos 
death occurred several years ago. Syr. 
viving is a son, Charles L. Tiffany, g 
vice-president of Tiffany & Co., and four 
daughters, Mrs. Graham Lusk, Mrs, Rod. 
man Gilder, Mrs. Frank Weld and Mrs, 
Dorothy T. Burlingham. 


Activities of N. A. C. J. 

Cuicaco, Jan. 14—The National Asggo. 
ciation of Credit Jewelers is busy with 
plans for its 1933 convention and Century 
of Progress Jewelry Exhibit which will 
be held in Chicago, Sept. 11 to 15, 1933, at 
the Hotel Sherman. 

In addition to these convention plans 
the association has concentrated on the 
Federal Tax Law and is doing every- 
thing possible to assure the retail jeweler 
that he will be given adequate protection 
when the present law is changed. The 
association does not believe that there will 
be any change in the law until after the 
special session of Congress, but is pre- 
pared in the event that the present Con- 
gress decides to do something. 

The association does not see any reason 
to change its attitude nor its advice to 
the retail jeweler to refrain from regis- 
tering as a manufacturer and producer, 
This advice given by the association has 
been in some cases interpreted to mean 
that if a retailer refrains from register- 
ing he escapes paying the tax. This is 
not so and the association has. never inti- 
mated that it was so. 
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CHICAGO: 


Jewelry News Flashes from the Great Central West 


Harry Stier and H. G. Fisher, of the 
A. C. Becken Co. Denver office, spent sev- 
eral days at the Chicago home office dur- 
ing January. 

Wm. Schwab, general manager of J. R. 
Wood & Sons, spent several days in Chi- 
cago during January on business in con- 
nection with changes made in the Chi- 
cago office. 


s. H. Brunswick, president of the 
Brunswick Mfg. Co., Pittsfield, Ill., died 
suddenly at his home in that city on Jan. 
7, Mr. Brunswick had been apparently 
in good health and had advised asso- 
ciates in Chicago that he would be here 
on the 9th or 10th for conference. 


N. L. Stevens, formerly sales manager 
for the Wm. L. Gilbert Clock Co., and F. 
E. Bleuher, for 28 years associated with 
the Chicago office, have organized a sales 
company to distribute the entire produc- 
tion of the Ironrite Ironer Co., of De- 
troit. The principal offices will be in 
New York and Chicago. 

At a recent meeting of the Chicago 
District Golf Association Harry E. Radix, 
of Thos. J. Dee & Co., was elected presi- 
dent. Mr. Radix has served several years 
as president of the Ridgemoor Country 
Club and has been active in the manage- 
ment of the district organization as a 
member of the board of directors. 


Two armed bandits entered the store 
of Parker Jewelry Co. on the third floor 
of 218 S. Wabash Ave. about 8.30 o’clock 
on Christmas eve and after binding 
Robert Becker, who was there alone wait- 
ing for his partner to return, carried off 
between $7,000 and $8,000 worth of mer- 
chandise. The merchandise was all in the 
safe, which had not yet been locked. 


Frank L. Plon, aged 61, who has been 
in the diamond business in Chicago for 
more than 30 years, with offices in the 
Heyworth building, died on Jan. 1. 
While Mr. Plon had not been in good 
health for some time he was at his place 
of business every day until shortly be- 
fore Christmas. He is survived by his 
widow, his daughter having died about 
two years ago. 

The Dearborn Watch Co., Inc., has 
opened for business at 29 N. Dearborn 
St, with H. P. Sinton as manager. This 
organization is under control of the same 
management that owns the West Chicago 
Watch & Material Co. which has been 
located at 3536 Ogden Ave. for more 
than 20.years. The Dearborn St. store 
carries a line of jewelry, watches and 
novelties and does watch repairing. 


The Watch Word, a monthly magazine 
published in the interest of the employees 
of the Elgin National Watch Co., has sus- 
pended publication at least temporarily 
owing to business conditions. This ac- 
tion was taken reluctantly by the Em- 
Ployees’ Advisory Council and the man- 
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agement of the company, but it is hoped 
that when conditions warrant it, the pub- 
lication of the magazine will again be 
resumed. 


Henry C. Tilden, for many years head 
of Spaulding-Gorham, Inc., and _ its 
predecessors, the Spaulding Co., resigned 
as president and director at the Decem- 
ber meeting of the Board, at which time 
C. L. Moreau also resigned from the di- 
rectorate. Messrs. Bruce Darrow Fulton 
and Gordon Lang were elected directors 
for the unexpired terms, and Mr. Lang 
was appointed president to succeed Mr. 
Tilden. 


Considerable interest has been excited 
in the jewelry trade in the messages de- 
livered over radio station WCFL and 
sponsored by Thos. J. Dee & Co., in 
regard to the old gold situation wherein 
the house recommends the public contact 
the jeweler at any time they plan to 
dispose of old gold. The thought behind 
the message is to keep the old gold busi- 
ness in the proper channels. The an- 
nouncement is usually made just before 
the start of the program at 2.30 P. M. 


The Chicago Jewelers’ Association has 
recommended to its members that instead 
of proceeding with the collection of past 
due accounts by means of judgment or 
suits against a debtor, at a time when 
such suits will only precipitate forced 
liquidation and dissipation of assets at a 
period when there is no reasonable mar- 
ket, that its members, so far as it is possi- 
ble to do so, shall proceed to co-operate 
with debtors in the most liberal manner 
that circumstances may justify. The as- 
sociation endorses the principle, that 
where the co-operation of the debtor can 
be obtained, that a most thorough investi- 
gation be made of the assets and possible 
earning of his business, together with a 
thorough study of the readjustment of 
the operating budget to the end that its 
expenses be brought within the limits of 
the expected income and provide for an 
orderly liquidation of frozen assets; this, 
together with a careful supervision of the 
business during this period, through some 
agency properly equipped to make such 
investigation and to continue such super- 
vision. 

John M. Bergling, aged 66, died at his 
home in Chicago on the morning of Jan. 
23, after an illness of about six months. 
He is survived by his widow and two 
daughters. Mr. Bergling was one of the 
foremost engravers in this country and 
had been continuously associated with the 
C. D. Peacock company since 1892. He 
was an authority in his profession and 
published many books on engraving and 
designs, some of which attained a 12th 
edition. Among his best known books 
were “Art Monograms and Lettering,” 
“Oriental Designs and Illustrating” and 
“Heraldic Designs and Engravings.” 
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WHERE TO BUY 





CRAFTSMANSHIP IN REPAIRING. 
ARTISANS FOR SPECIAL ORDERS. 
“EXTRA” DIVIDENDS 
ON YOUR OLD COLD. 


WENDELL & COMPANY 
CHICAGO NEW YORK 


The Lol Double Thick Lentille and the 
Aristocrat Flat Top Have Instant Appeal 


ONE DAY SERVICE ON ALL CRYSTAL 
FITTINGS 


fh) 
‘(0l WATCH CRYSTALS 


Srcomparable 















OUR WORK COSTS NO MORE THAN 
ORDINARY WORK 


BECKER-HECKMAN CO 
29 E. Madison St. 


A. C. BECKEN Co. 


Wholesale Jewelers 


P.O. Box 1 
35 E. Wacker Drive, Chicago 


‘CHICAGO, ILL. 














Go After Business Now 


Use advertising in THE JEWELERS’ CIR- 
CULAR to get a hearing before business 
is lost to more aggressive competition. 


UNREDEEMED 


ELGIN and 
WALTHAM 
WATCHES 


Open Face 
7 Jewel, 16 Size 


$3.00 


(With new White 
Fancy Engraved 
Case.) 











Same in 15-Jewel 
$4.00 





Same in 17-Jewel 
$5.00 


Same in 12 size, ToJowel...ccccece $3.75 
with a_ beautiful 15-Jewel........0% 5.00 
Fancy Silver Dial pe ee eee 6.00 


25% with order, balance C. O. D. 


We also carry a good line of Rail- 
road Watches, comparatively low- 
priced as above. 


Quality and Service Always 


If you have not received our new 1933 
Circular write for 


LEW & ROSENBERG 


5 South Wabash Avenue, Chicago 
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HELP YOU 


get a lot of the 
profitable business 
that is getting away 


from you now. 


The plan is sure to 
work successfully 


for you also. 





Write for Details 
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55 E. Washington St. 
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Craftsmanship 
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WEDDING 
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T. B. HAGSTOZ & SON 


709 SANSOM ST., PHILADELPHIA, PA. 
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[., the last installment 
we made a sketch of a pinion we wished to duplicate, 
with the measurements jotted down for handy reference. 
We will also assume that the pinion has 13 leaves. With 
this information and the sketch at hand, how shall we 
proceed to turn the pinion to the correct dimensions and 
shape it for the milling operations? 


Answer—The diameter of the pinion head is .112. 
Therefore our first requirement will be to select a piece 
of Stub’s steel rod slightly larger than this diameter. The 
rod should be gripped in a wire chuck of suitable size and 
the end of the rod should protrude from the face of the 
chuck about one-half inch. This will give us ample 
stock to work with, and will also allow us to mill out the 
spaces between the leaves before removing the pinion 
from the chuck, which is essential if we wish to produce 
a pinion with the leaves concentric with the pivots. 

We may turn the pinion to the proper dimensions with 
a hand graver, but we can do a much more accurate job 
and in less time if we use the slide rest with a suitable 
turning tool. Our turning tool for this purpose should 
be a 60 deg. point and the top face of the tool should be 
flat. The sides should be given about 15 deg. clearance, 
and they should be stoned flat and smooth. We obtain 
the best results with such a tool by grinding the cutting 
edges on a copper lap, charged with No. 2 diamond 
powder, as this method leaves a very true and keen edge. 
The slide rest should be set, so that the turning tool is 
presented to the work at an angle of 45 deg. and the top 
face of the turning tool should be exactly “on the line of 
centers.” By setting the tool in this manner, we are en- 
abled to do most of our turning without changing the posi- 
tion of the tool. 

In turning a pinion blank of this type, we shall con- 
sider the longest end of the pinion staff as the front, in 
relation to the lathe chuck as it is always best in such 
cases to turn the long, slender parts first. Furthermore, 
we may try the wheel on the staff to determine if the size 
is correct for a drive fit. Our first step will be to turn 
the rod to the diameter of the pinion head, which is given 
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HOROLOGICAL 


— QUESTIONNAIRE 


By 
LESTER B. PRATT 














(Continued from the January issue) 


as .112. Then we may turn the pivot to .015, which will 
allow us .001 to finish to size after the pinion is hardened 
and tempered. Then we may turn the long end of the 
staff, which is given as .034 at one end of the staff, and 
.037 at the other end. ‘This slight taper may be readily 
obtained by setting the slide rest to about 1 deg. on the 
swivel base. The essential point in this case is to turn 
the staff to such dimensions that the wheel will fit the 
staff closely about in the middle of its length. This will 
allow sufficient margin for driving the wheel to the face 
of the pinion head. The length from one end of the 
pinion head to the pivot shoulder was not marked down 
in the sketch, but this measurement may be approximated 
very closely by comparing with the broken pinion. The 
essential point is to have the pinion head formed on the 
staff at the proper point to engage the teeth of the center 
wheel, and if the wheels are free and do not touch any 
part except the pinions, correct proportions are attained. 

Assuming that the pivot and the long part of the staff 
are turned to the required dimensions, we may proceed 
to turn the pinion head to the correct length. To do this 
properly, we shall require a turning tool different in shape 
from the'one we have been using. The proper shape to 
use is a tool shaped as a square graver with the flat side 
presented to the back of the pinion head. This tool should 
be set in the slide rest with the point at right angles to 
the work. Then we may drive the tool straight into the 
stock and face off the back end of the pinion head and 
also turn it to the required length. This measurement is 
given in the sketch as .107. The short end of the staff 
should be turned to the same diameter as the long end, 
which is .037. We should turn the short end of the 
staff for a length sufficient to clear the pinion cutter when 
milling out the leaf spaces and leave it fairly heavy to 
stand the strain of milling. The cutting off of the pinion 
should not be done until the lead spaces are milled out. 
By doing the work in this manner we may be sure of hav- 
ing a pinion that is concentric and true throughout. The 
final cutting off of the pinion may be done with our 60 
deg. point tool and the stock is turned down to a sharp 
V-shape point, and this point may be used to spin the 


i 
} 
th 
4 
MM 
hy 
s 


do naa enn ea Chan RAR APR AIT TR i OCI RPC R REET STS AE A RSE ERAS MEE ES 














LEES & SANDERS 


Customer writes, ‘“The returns are to our satisfaction. We 
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pinion true in the chuck, so that we may turn the op- 
posite pivot to size. 


Pummies that we have 
all of the above work finished how shall we proceed to 
mill out the leaf spaces? 


Answer—It will be assumed that we have a suitable 
pinion cutter for this purpose, and if we do not have the 
proper form in our lot of cutters we may make one by 
following the directions already given for making pinion 
cutters. With the cutter at hand, we may proceed 
to mount it in the arbor chuck of our wheel and pin- 
jon cutting attachment. In this case we should mount 
the cutter so it will cut in the direction of the lathe head, 
and it should also be driven and fed in the same direction. 
A point that must be carefully observed when setting up 
a pinion cutter is to be sure that it is set exactly on the 
line of center as the leaves of the pinion must be radial 
with the center. In other words, a line drawn from the 
center of the leaf at the outside diameter should exactly 
divide the leaf. Many workmen “slip” on this point, 
and the pinion made with the leaves “off center” will not 
function properly under any circumstances. So it be- 
hooves us to make sure of this point before we proceed 
with the milling operation. Now, with the cutter set 
properly and with the index plate and latch in position, 
we may proceed to make a light cut through the blank 
pinion head. We may remove all of the stock at one cut, 
but we may obtain a better pinion if we make at least 
two cuts through the stock. In the factories, where large 
quantities of pinions are made, it is the usual method to 
use a slotting saw to remove the bulk of the metal, then a 
roughing cutter and finally a finishing cutter, but in mak- 
ing a single pinion, such as the watchmaker is called upon 
to do at times, we must follow different methods, and 
in this case we may mill out the spaces with one cutter 
of the correct form. 

The correct depth of the spaces may be determined by 
comparing with the old pinion. If we place the leaves 
of the old pinion in the spaces we have milled out in the 
new pinion, we may readily observe if the spaces are equal. 
We may even use the center wheel which is to mesh into 
the pinion, to determine if the spaces are deep enough. 
In this case, if the points of the pinion leaf touch the bot- 
tom of the tooth space in the center wheel, there will be 
ample freedom, as the wheel and pinion are never this 
close together under actual running conditions. 


Horological Institute of America Grants Certificates 


WasuincTon, D. C.—At a meeting of the Examining 
Board of the Horological Institute of America held in this 
city, on Jan. 10, certificates were granted to the following 
watchmakers: 


. CERTIFIED WATCHMAKERS 
NAME EMPLOYED BY ADDRESS 
Joseph P. Carden Self 7 Scranton, Pa. 
Albert W. Moritz I. N. Cassity Topeka, Kans. 


The Roger’s Store Bangor, Me. 


Junior WATCHMAKERS 


Albert Jewett Noyes 


T. G. Crowson Waldo G. Hedges Las Animas, Colo. 
Edward J. Davis Student at Bowman School Augusta, Ga. 
eorge D. Graham Student at Bradley Inst. Helena, Mont. 

Carl Wilhelm Johnson P. G. Nort Seattle, Wash. 


Herbert Douglas Robinson Student at Bowman School Depauville, N. Y. 
Alfonso Sammartino Student at Elgin School Elgin, Ill. 
Cloyd B. Shull Student at Bowman School Hundred, W. Va. 
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Below are given some sample questions used in the 
examinations of watchmakers: 


CERTIFIED WATCHMAKER 


1. Explain what is meant by an equidistant escapement. 

2. How would you harden and temper an extra long 
and thin lever spring? 

3. If a watch should stop or lose motion each five min- 
utes, where may we look for trouble? 


Junior WATCHMAKER 


1. How do you test a watch for magnetism, and how 
do you remove same? 

. When is an escapement overbanked or out of action? 

. Name all the reasons that you can think of that 
would cause a watch to stop. 


Ww bdo 


Jeweler’s Washing Pan Equipped with Screen 
Wire Shelf 


Y attaching a small screen wire shelf to the pan in 
which clock and watch parts are washed in a cleaning 
fluid, a midwestern jeweler has provided .a convenient 





Pan for washing watch and clock parts 


place where clock parts drain themselves; also a trap to 
catch tiny parts in case they have been overlooked in the 
dirty liquid. The clock parts are washed and drained 
as illustrated. The pan is emptied by pouring the liquid 
through the screen. 


Your Watch 


If the mainspring breaks your watch will stop because 
its motor power is gone. Why mainsprings break is a 
good deal of a mystery. When scientists learn the fatigue 
laws of steel the mystery may be solved. Atmospheric 
conditions seem to have their effect. 

The balance wheel to which the mainspring delivers 
its power via the “train,” is the most extraordinary of the 
marvels in what is so aptly called “the box of wonders in 
your pocket.” ‘The balance wheel beats 157,680,000 times 
a year. You sometimes marvel at the endurance of a giant 
locomotive, how it is able to withstand the sustained 
stress of its own tremendous activity, but the drive wheels 
of the fastest locomotives which are oiled every few hours 
are slower than the balance wheel of your watch which 
requires oiling and adjusting but once a year. 
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Watch That Lincoln Gave to His Wife Now in 
the Possession of a Chicago Jeweler 
By JEROME W. POWER 


HE man who forgets his wedding anniversary is a 

viper, or worse, according to many suffering wives. 
Some support is given to this contention by the historical 
fact, still attested by material evidence, that as good a 
man as Abraham Lincoln did not forget his wedding an- 
niversary, at least not his first one. A few days before 
that date, away back in the beginning of the last century, 
he bought a wedding anniversary gift for his wife, in 
Springfield, Ill., which was then the home of the strug- 
gling young lawyer. And here is something else. Limited 
more or less by lack of capital, he must have reviewed in 








Watch presented by the Great Emancipator to his wife 


his mind many things which were suitable. In the end 
he decided that a woman’s watch was the best gift to 
commend itself to his wonderful judgment. He bought it 
in Springfield, for Lincoln was always a “home town” 
man, and he got just about the best watch that money 
could buy in those days. 

The famous watch is now in the possession of George 
Chatterton, manager of the watch department of C. D. 
Peacock, in Chicago. He handled it reverently when he 
took it forth from its old chamois covering, as well he 
might. Mr. Chatterton daily handles watches of many 
times the commercial value of this one, but none of them 
bears the fond memories which attach themselves to this 
old watch, handled by the Great Emancipator and pre- 
sented, in person, you may be sure, to his wife after one 
year of wedded life. 

Remember, you jewelers, this was in 1843, 28 years be- 
fore the first watch was made in the United States. 
Study the photograph of the watch, reproduced here- 
with through the kindness of Mr. Chatterton and C. D. 
Peacock, Inc. Here is the description: Made by Dela- 
chaux in Geneva, Switzerland, 18 karat yellow gold 
case, hunting style, anchor escapement, bridge model, key 
wind, 15 sapphire jewels. Mrs. Lincoln wore the watch 
for many years and in the end, long after her martyred 
husband had come back to Springfield forever, well, let 
George Chatterton himself tell the rest: 

“Over a period of years a valued friendship developed 
between the Lincoln family and our family. George W. 
Chatterton, my grandfather, who was a jeweler in 
Springfield, sold the watch to Lincoln on the morning of 
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Nov. 4, 1843. The two were great friends. Years later, 
George Chatterton, Jr., my father, was an honorary pall 
bearer for ‘““T'ad” Lincoln, son of the Great Emancipator. 
Years after Mr. Lincoln’s death, Mrs. Lincoln, who knew 
the history of the watch and that it was highly valued 
by my father, generously made him a gift of the time- 
piece as a keepsake. ‘That is how it came into my family, 
and how it is now in my possession. It is mine, and yet 
I feel that in a sense, proprietorship is shared by all good 
Americans. I am the custodian, that is all. Lincoln 
also bought his wife’s wedding ring from my grand- 
father in Springfield in 1842, a year before he bought 
the watch. My grandfather, on Lincoln’s instruction, en- 
graved it thus: ‘Love is eternal.’ 

“That the watch is a good one is indicated not alone 
by the name of the maker, and the place of origin, but 
by the fact that after nearly 100 years it keeps perfect time 
today. For that day, from the standpoint of style and 
appearance, it was the latest thing. 

“Lincoln considered the appropriate character of the 
gift. It was a matter of time, one year of married life, 
and a watch is for the purpose of recording time. That, 
I have been told by men who knew Lincoln well, right 
here in IIlinois, is the way he would have figured it out. 

“What was true in 1843 is also true today, and I 
recommend to all young husbands, and the older ones as 
well, Lincoln’s choice of a gift for his wife on their first 
wedding anniversary.” 





Amethyst February’s Birthstone 
(From page 29) 


As previously mentioned, amethysts are sometimes found 
in isolated crystals similar in form to those of rock crystal. 
They occur in sizes from very small up to one foot in 
length. Much more often they are found lining the inside 
of agate geodes. These geodes are amygdules, which have 
formed in igneous rocks. As such rock weathers and de- 
composes, the geodes remain upon the earth’s surface. In 
the prolific South Brazilian and Uruguay territory many 
of these, spherical except for one flat side, are found lying 
upon the ground like so many water-rolled rocks. How- 
ever, such sources are difficult of access, and the removal of 
the material expensive. In a great amount of amethyst 
crystals the best color is only in its pointed termina- 
tions. Most of the material when it is found is uneven in 


. color, being subject to patches of differing depths of color 
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and to zones of differing color. ‘The most desirable 
material is, therefore, that of good transparency and of 
deep and even color. 

Amethyst substitutes or imitations are not often seen. 
The purple synthetic sapphire is more brilliant and harder, 
and can be immediately distinguished by a test with hard- 
ness points. Sapphire is 9 in hardness and amethyst but 
7. Genuine amethystine quartz may be distinguished by 
the same method. Dichroism also assists the discrimina- 
tion between the stones, as it is in the deeper-colored 
stones much ‘stronger in sapphire and almost absent in 
lighter amethysts. } 

Amethyst in the hands of the jewelry worker requires 
unusual care. Heat will often discolor the stone and 
hydrofluoric acid quickly etches the surface of amethyst 
and will entirely destroy it if it remains immersed in it. 
The majority of amethysts will fade if exposed to very 
strong sunlight. 








Special Notices 


Payable invariably in advance. 

Rates under all headings except 
‘Situations wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15e. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisemen 


Special notice forms close 20th of 
nth. 


mo: 

Unless the advertiser instructs us to 
publish his name and address, all answers 
will be directed care The Jewelers’ 
Circular. 

In answering ads, do not enclose origi- 
nal letters of recommendations, send 
duplicates. 

To avoid unnecessary correspondence 
mention your location in the advertise- 
ment. 


Jewelers Publishing Corporation 
Main Office, 239 W. 39th St, N. Y. 





Situations Wanted. 


Under this heading, 75c. for first 
25 words, 5c. for each additional 
word ; minimum charge, 75c. 





ANSWER THIS if you require services of 
a qualified retail salesman. Address 
“Z., 8854,” care Jewelers’ Circular. 





INSIDE JOB WANTED by clean-cut 
oung man; capable keeping stock, fill- 
ng orders, etc. Address “F., 8812,” 
care Jewelers’ Circular. 


WATCHMAKER, 25, German, experienced 
on all kinds of watches, can wait on 
customers, wishes position; best of ref- 
erence. Fred Bollman, 238 E. 86th St., 
New York. 





Al WATCHMAKER and salesman, 11 
years’ experience, 32 years old; good 
estimator; honest and reliable; best 
references. Ray C. Gable, 19 Pearl St., 
Lancaster, Pa. 





HUB CUTTER, desginer and die maker, 
expert; reliable and reasonable; per- 
manent position preferred, or will do 
work at home. Address “A., 8749,” 
care Jewelers’ Circular. 





CAPABLE SELLING in every branch; 
retail salesman, clean cut young man of 
unusual ability seeks position with 
future. Address “A., 8856,” care Jewel- 
ers’ Circular. 





WELL ACQUAINTED with the jewelry 
business, a young man of wide experi- 
ence, seeks connection as salesman in 
a reputable store. Address “E., 8811,” 
care Jewelers’ Circular. 





SALESMAN, capable, experienced, 
Southern territory, desires connection 
with reputable manufacturer; excellent 
references. Address “A., 8808,” care 
Jewelers’ Circular. 





WINDOW TRIMMER, capable creating 
effective displays and attractive show 
card work, is available for occasional 
night jobs or Sundays. Address “B., 
8829,” care Jewelers’ Circular. 





SALESMAN desires a good line for Pacific 
Coast jewelers and department stores, 
from responsible factory; best of refer- 
ences. Address “A., 8898,” care Jewel- 
ers’ Circular. 





WATCH SALESMAN over 15 years’ ex- 
perience desires line from responsible 
importers on commission basis for West- 
ern territory. Address “Y., 8897,” care 
Jewelers’ Circular. 





FIRST CLASS watchmaker, engraver, 
salesman, front man, Southern States; 
16 years’ experience; American, neat ap- 
pearance, age 33; permanent. C. B. 
Marshall, Jr., Reynolds, Ga. 





COMBINATION MAN, first class watch- 
maker and jeweler; expert on small 
bracelet and railroad work; engrave 
and set diamonds; best references. Ad- 
dress “F., 8735,” care Jewelers’ Circular. 


WATCHMAKER, 29, German, accurate, 
reliable worker, 14 years’ experience, 
eight years in the U. S. A., best refer- 
ences, desires position. Address ‘“M., 
8866,” care Jewelers’ Circular. 








STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





RETAIL SALESMAN, young man of fine 
ability, enjoying a clean reputation, 
seeks connection. Address “Y., 8853,” 
care Jewelers’ Circular. 





FIRST CLASS jewelry jobber and en- 
graver; 25 years’ experience; best 
references; fair salary. Address “J., 
8815,” care Jewelers’ Circular. 





WATCHMAKER, single, six years at the 
bench, in need of work; best of 
references; will go anywhere. Address 
“T,., 8805,” care Jewelers’ Circular. 


YOUNG LADY, eight years’ experience in 
jobbing jewelry line, desires position 
as order and repair clerk. Address “A., 
8828,” care Jewelers’ Circular. 


WATCHMAKER, ENGRAVER, stone set- 
ter, all around man, wants position; 14 
years’ experience; best references. Ad- 
dress “Q., 8871,” care Jewelers’ Circular. 











JEWELER, experienced on platinum and 
gold special order work; also high 
grade diamond setter and repairer; age 
30, married; best references. Address 
“—D., 8821,” care Jewelers’ Circular. 





HIGHLY EXPERIENCED 
clockmaker, salesman and window 
trimmer; last position nine years; 
highest references. Address “E., 8793,” 
care Jewelers’ Circular. 


jeweler, 





JEWELER, expert on all kinds repairing, 
special order and emblem work; also 
diamond setter; 25 years’ experience; 
A-1 references. S. Leichman, 325 Ocean 
Ave., Brooklyn, N. Y. 


YOUNG MAN, 26, brillant sales record, 
retail and credit; thorough knowledge 
jewelry ; diamond expert; go anywhere 
in U. S.; highest references. Address 
“D., 8857,” care Jewelers’ Circular. 


YOUNG MAN, honest and dependable, 
seeks position with reliable wholesale 
or retail outfit where he could be of 
general assistance. Address “D., 8810.” 
care Jewelers’ Circular. 


PAWNBROKER CLERK, 25 years’ ex- 
perience; gentile; manager, salesman, 
all around man; married; best refer- 
ence; prefer South. Address “F., 
8822,” care Jewelers’ Circular. 


POLISHER, PLATER, gold, platinum, all 
finishes ; 30 years’ experience; best ref- 
erences; fifteen dollars weekly better 
than breadline; go anywhere. “Jeweler,” 
3339 W. Fort, Detroit, Mich. 


EXPERT WATCHMAKER wants job; 
diamond setter, plain engraver and 
jeweler: $22 per week: married, age 
38. “Watchmaker,” General Delivery, 
Chester, S. C. 




















WATCHMAKER, clock and jewelry re- 
pairer, salesman, engraver and optical 
adjuster, 15 years’ experience; young 
married American; will go anywhere. 
— “W., 8851,” care Jewelers’ Cir- 
cular. 








YOUNG MAN, REFINER, 12 years with 
one firm, seeks position with large map. 
utacturing jeweler aS an ali aro 
man; salary no object; best referen, 
Address “A., 8907,” care Jewelers’ Cir. 
cular. 





i 

EXPERIENCED LADY, assistant wate, 

and jewelry repairer, repair Clerk, egtj. 

mating, saleslady; plain engraving if 

necessary; wholesale or retail offering 

opportunity. Address “K., 8384,” care 
Jewelers’ Circular. 


SALESMAN, young man, 26, practica) 
jeweler, seeks connection with manufac. 
turing house, to call on the department 
Store, the retail and jobbing trade iy 
New York City. Address **X., 8775,” care 
Jewelers’ Circular, 


BOOKKEEPER, STENOGRAPHER 
nine years’ experience, complete charge 
of office, controls, triat balance; initia- 
tive; past six years with one CuslCern ; 
references. Address “A., 8770,” care 
Jewelers’ Circular. 


EXPERT WATCHMAKER, jeweler, en- 
graver and diamond setter, wishes per- 
manent position; age 32, married, Prot- 
estant; salary $40; willing to go an,- 
where; 12 years’ experience. Cc. mw 
Moorefield, Anniston, Alabama. 


YOUNG LADY, buyer of novelty jewelry, 
department store experience, desires to 
make connections with reliable firm; 
excellent references; salary optional, 
—“ “H., 8824,” care Jewelers’ Cir- 
cular. 


WATCHMAKER, skilled mechanic, used 
to finest workmanship on Swiss and 
American watches; also fine on hair- 
spring work; New York preferred. Ad- 
= “E., 8832,” care Jewelers’ Cir- 
cular. 


RETAIL SALESMAN, 18 years’ retail ex- 
perience as real salesman; trim at- 
tractive windows, cash or credit store; 
capable of managing; fine references; 
Salary secondary. Address “D., 8831,” 
care Jewelers’ Circular. 


YOUNG LADY experienced in jewelry 
and diamond line desires position as 
repair, order, billing clerk; knowledge 
bookkeeping, typing; highest references, 
= “J., 8825,” care Jewelers’ Cir- 
cular. 


EXPERT WATCHMAKER and manufac- 
turing jeweler, also registered opto- 
metrist in State of North Carolina, 
wants permanent position at once; 25 
years’ experience. Address “G., 8798,” 
care Jewelers’ Circular. 


SALESMAN, with good following among 
jewelers in New York State and Penn- 
sylvania, wishes to represent high class 
jobber or manufacturer; 20 years on 
territory; references. Bertram Moll, 
102 Clay Ave., Rochester, N. Y. 


IN MANHATTAN or vicinity I await 
earliest opportunity of showing my 
ability for undertaking a _ responsible 
position as salesman in a reputable re- 
tail establishment. Address “B., 8809,” 
care Jewelers’ Circular. 


JEWELER, DIAMOND SETTER, en- 
graver, wishes steady position; expert 
on platinum and gold work, repairs, 
diamond settings, engraving; 30 years 
old, married; fine references. Address 
“J., 8802,” care Jewelers’ Circular. 









































YOUNG LADY, several years’ experience 
in wholesale jewelry business, familiar 
with all detail work in manufacturing 
and jobbing lines; excellent references 
furnished. Address “P., 8839,’ care 
Jewelers’ Circular. 


YOUNG WOMAN, 10 years’ experience 
with jewelry manufacturing concern, 
wishes position in factory office, weigh- 
ing metals, taking charge of men’s ac- 
counts and stock records. Address “O., 
8837,” care Jewelers’ Circular. 


FIRST CLASS WATCHMAKER, 29, Ger- 
man, specialist on all grades American 
and Swiss watches, best references, - de- 
sires change, preferably New York City 
or vicinity. Address “A., 8876,” care 
Jewelers’ Circular. 


YOUNG WATCHMAKER desires position 
with reliable store; nine years’ experi- 
ence; holder of certificate from Horo- 
logical Institute of America; best refer- 
ences; now employed. Address “O., 
8867,” care Jewelers’ Circular. 
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Proper Market for Old Gold 


(From page 25) 


precious metal they take, and they cre- 
ate a resistance to the movement on 
the part of the public. 

Every jeweler should see to it that 
the people in his vicinity are educated 
to sell their old gold to a reliable 
jeweler and get an adequate return. 
This, he can do in talks over the coun- 
ter, in his window announcements and 
in his advertising. ‘The leading re- 
finers of the country are cooperating’ 
whole-heartedly in putting the retailer 
in a position to spread this informa- 
tion. 


A Real Victory 


F Seas step toward aiding in 
the protection of trade and public 
was taken last week when the Court 
of Special Sessions in New York con- 
victed a number of watch dealers on 
the charge of making and using dials 
bearing the counterfeit trademark of 
various large watch concerns. Not 
only were these men convicted but 
they were given jail sentences. It is 
believed that this drastic action of the 
court will now put a stop to an evil 
from which the watch industry has suf- 
fered for many years. 

It is always difficult to get the courts 
to give serious consideration to what 
they consider “commercial” crimes 
which they seem to put in the category 
of unfair competition. Thanks, how- 
ever, to the vigorous way in which the 
present cases were pushed and the in- 
telligent manner they were presented 
by the prosecution, the New York 
courts have at last realized the serious- 
ness of the offense and the necessity 
for protecting trade and public by 
adequate punishment of the offenders. 

The complainants prosecuting these 
cases are deserving of the congratula- 
tions as well as the thanks of the entire 
industry. 


. 


National Jewelers Publicity Assn. 
Solicits Fund to Continue Its 
Good Work 


Newark, N. J., Jan. 20.—A_ strong 
drive is again being made to raise funds 
to continue the work of the National 
Jewelers Publicity Association, which has 
headquarters in the American National 
Bank Building, Belmont & Springfield 
Aves., this city. The work of the pub- 
licity association has gone on for many 
years,-and though at first an advertising 
campaign was conducted, of late years 
the organization has confined itself to 
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pure publicity, both in the way of in- 
formative articles that interest people 
in jewelry products and in defensive ar- 
ticles to counteract reports and propa- 
ganda inimical to the interests of the in- 
dustry. 

The organization is today known to 
all the newspapers and press syndicates 
as headquarters for information on 
jewelry subjects, and is not only sup- 
plying writers and news gatherers with 
facts about all jewelry products but is 
acting as a bureau for verification of 
much of the news that comes to the news- 
papers about the industry. In the latter 
field some excellent work has been done 
in preventing misleading facts being dis- 
seminated to the public. 

But the funds of the organization are 
becoming exhausted as no contributions 
have been asked for a number of years. 
The new fund which the executive com- 
mittee is attempting to raise is $38,000, 
a very small amount when considered in 
comparison with the work the associa- 
tion has done. It is believed that this 
will maintain the association on an ef- 
ficient basis and permit it to contnue 
its full activites for at least a year, or 
until the period of depression has been 
passed. A smaller total in subscriptions, 
according to the executive committee, will 
mean curtailing the work on trade pro- 
motion, fashion shows and dealer ad- 
vertising service even though it per- 
mits the continuance of work on some 
of the general lines. 

As no funds are available for an in- 
tensive campaign, the drive is taking 
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the form of one general letter to manu- 
facturers, importers and wholesalers and 
retailers explaining the work of the as- 
sociation and what it has done in the 
past and what it plans to do. 

The raising of the fund is in the hands 
of the executive committee, which con- 
sists of Vice-President Jerome B. Wiss, 
of Wiss Sons, Inc., this city; Herbert L. 
Farrow, treaurer, of Carter, Gough & 
Co., Newark; Edgar M. Docherty, of 
Wm. C. Greene Co., Providence; Arthur 
Lorsch, Albert Lorsch & Co., New York, 
and John Drake, the executive secretary. 
Members of the trade who have not been 
solicited and wish further information 
about the work of the association or the 
present drive, should address the gen- 
eral headquarters at 239 Springfield Ave., 
Newark. 


Platinum Market 


Platinum prices, as of Jan. 20, were 
officially quoted as: 


oc CO LOE CEE LE CEL CCT POR EOD $26.00 
Containing 5 per cent iridium......... 27.00 
Containing 10 per cent iridium........ 28.00 
WENN sc carscducaceceuscadouaserands 50.00 
DE ecdeccdenutwnehcaaecinaed) 18.00 


Prices of Silver Bars 


oo 

Government New 

London Assav Sell- York 

Date Official -ing Price Official 
a gf 16% 27% 24% 
Jan. 9 161% 27% 25% 
Jan. 16 16% 27% 25% 
Jan. 19 161% 27% 25% 
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Carppoarp HOUSES 


‘don’t go”’ IN INDUSTRY 
* 








Manufacturers invest many thousands of dollars in ad- 





vertising to tell you of their products, and the service you 





can expect from them. 





It’s illogical to suppose that such sums will be invested 





unless the manufacturer knows positively his product can 
fulfill the promises made for it. They do not spend huge 
sums building “Cardboard Houses.” 


Any manufacturer who advertises consistently year after 
year has a product that has proven its value by performance 
. . . that has demonstrated to users that it will do all that 
has been claimed for it. 














Read the advertisements of these concerns in this publica- 






tion. Study their advertising messages. They are an intelli- 






gent discussion of methods to improve your operating, sales 





or service conditions. 
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Advertisers find the straightest line and shortest distance between 





manufacturer and distributor to be the advertising pages of this me- 






dium, which offers the soundest advertising value due to its Greater 






Reader Interest based upon rendering the most practical service to the 












largest number of paid subscribers, A. B. C. 




























Progressive manufactwcers are advertising dependable products 


Copyright 1933, Rogers & Gano Advertising Agency of Texas No. 7 1 
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